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you kn¢ oo 
“Advertising Circulation” 
of your Display Windows? 


INCE the value of a window display is measured by the 
window “circulation” it is folly to waste this circulation 
because of the lack of regular lighting at the proper times. 





The question of how to buy “circulation” in store window 
lighting has been put on a scientific basis by lighting and 
advertising experts and is described in detail in the Tork 
Manual of Time Controls which any dispiay man or store 
executive may have for the asking. 


electric Lights 


Look at these headings: 
on and off How to buy “Circulation” in Store Win- 
"i TORK dow Lighting— 
Tequila MANUAL ff _ Electric Signs Belong to the Public— 
of Machines that Advertise— 


Thousands of merchants and TIME CONTROLS Flood Lighting, ee 
good advertisers everywhere re- Also contains descripti~ Tork Clocks and Tork 


ceive my service every day. Save | Timers, two devices yc~ 4.d know about if you are 
money, add to the effectiveness Py ion oo interested in making yourstore advertise itself. Why waste 
of their window displays, and iS * | another day? Send for the TORK MANUAL. Address 


increase sales. | | TORK COMPANY 
Sa a | 8 WEST 40TH STREET, NEW YORK 
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good—so dependable—so efficient, as the X-Ray? 

Display men everywhere recognize the progressive 
policy of X-Ray engineers in developing new lighting 
ideas. We have helped them in all the world’s largest 
cities! How may we help YOU—now? 


1: all the world, where will you find a reflector so 


Curtis Lighting, Ine. 


1136 W. JACKSON BLVD. 


31 W. 46th S I . 
ig CHICAGO Noten Se see 
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Attention, Department Managers! 


Pages noted opposite your 
name contain valuable infor- 
mation. Read and pass on to 
next name designated. 

















THE DISPLAY WORLD 











PREPARED 
ASPARAGUS 


New Process 


direct to you from 
the manufacturer. 


Guaranteed not to 
fade or drop its 
needles. 


A long felt need of 
decorators and win- 
dow dressers. 

Short, 18 to 22 inches. 
Medium, 24 to 28 inches. 
Long, 30 inches and up. 


Every spray thas a 
perfect tip. 


Grass green color. 





SHORT — 187022 INCHES MEDIUM- 2470 28 INCHES re ree _LONG-30 INCHES JAND UP. 





Asperagns oneare: 


Prepared. Grass Green: 








We Carry 


the largest 
stock of fresh 
cut decorative 
greens and 
natural pre- 
pared decora- 
tive material 
to be found 
anywhere in 
America. 


for 
Quality 


Service 





Price 


there is none 
better. 


Southern Wild Smilax 











Prepared Oak Foliage. 








SOUTHERN 
SMILAX 


The most popular of all dec- 
orative greens for windows 
and store decorations. Case 
will cover approximately 300 
square feet. Large size case 
2’x2’x4’, weight 65 lbs. Small 
size case 18”x18”x36”, weight 
35 Ibs 


Roping, Laurel or Pine, al- 
ways in stock in large quan- 
tity. Sheet Moss, Spanish 
Moss, ‘Palmetto’ leaves,.Cocoa- 
nut leaves, Laurel branches, 
Xmas trees, Cedar trees, in 
stock the year round. Birch 
Bark, Cork Bark, Fresh Cut 
Asparagus. 





PREPARED OAK FOLIAGE 


Red, Green, Tan, Dark Brown 
Prepared Palm leaves, Prepared Cycas leaves, 


Prepared Cocoanut leaves. Grass Mats, Uva 
Grass, Pine Cones. 


And many other items for decoration. 


Send for Catalog and Quotations. 





THE KERVAN CO. 


119 West 28th St. 
NEW YORK 
Wholesale Jobbers Manufacturers 
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| JEROME A. KOERBER, 


HARRY W. HOILE 
Rorabaugh-Brown Co., 
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Seattle, Wash. 


ALLAN H. KAGEY, 
Mandel Bros. 
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“Window Advertising Makes the Passer Buy” 


“WINDOW ADVERTISING MAKES THE 
PASSER BUY” is without doubt a thought which 
every reader of The DISPLAY WORLD can sub- 
scribe to with the greatest sincerity. It expresses 
the merchandising value of window display ad- 
vertising in such a way as to leave a lasting 
impression. 

Like all other enterprises, the display profes- 
sion and industry must get an 
effective tie-up so that quickly 
the advertising and merchandis- 
ing importance of window dis- 
play advertising may be grasped 
and emphasized by merchants, 
national advertisers, displaymen 
and producers. 

There must be something that 
is appropriate; that shows con- 
clusively the necessity of win- 
dow display advertising; that can 
be used and referred to gener- 
ally by all branches of this par- 
ticular medium. Moreover, it 
must be attractive enough to 
convey the story in a single 
word or phrase that is fully comprehensive of the idea. 

To the staff of The DISPLAY WORLD who 
have given much thought to this question, devel- 
oped the idea that a pictorial slogan could be se- 
cured that would tie up window advertising as a 
distinct advertising medium and as an industrial 
factor in such a way that it would solidify and 
strengthen all interests that have to do with this 
subject. 

If a trade-mark, as it were, could be secured 
that would be used generally by the members of 
the display industry on stationery, catalogues, ad- 








Copyright, 1924, by The Display World 


vertising literature, etc., what a mighty force it 
would generate for giving dominant publicity to 
the subject. And so, after much study, the DIS- 
PLAY WORLD offers for the acceptance of the 
display field the slogan design pictured on this 
page. 

“WINDOW ADVERTISING MAKES THE 
PASSER BUY” is expressive of the exact mean- 
ing of this particular medium. 
Newspaper and other forms of 
advertising create the demand 
for the product, and the desire 
is kindled in the individual to 
purchase. If the article be drugs, 
jewelry, ready-to-wear, radio, 
hardware, knick-nacks, or what- 
not, the advertising read by the 
individual impresses on _ his 
mind his need of that particular 
article, but it does not indelibly 
call to his attention the product. 
American people, do not, as a 
rule, remember the name unless 
they are constant purchasers 
of that particular commodity. 
Window advertising, as the person passes by, 
causes him to enter and BUY—and he buys the 
particular article displayed nine times out of ten. 

It has been made possible to obtain electro- 
types of this trade-mark in widths of two and one- 
half or one and one-half inches, so that it may be 
generally used and become the slogan of window 
display advertising. Further particulars concern- 
ing these electrotypes can be obtained by anyone 
interested. by writing The DISPLAY WORLD, 
Service Bureau, 1209 Sycamore Street, Cincinnati, 


Ohio. 
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For correct window appointments 
use Period Design Fixtures, since 
they are attractive in appearance. 
They will produce the best re- 
sults in your window displays— 
attract more favorable attention 
—and assist you in producing the 
display effects you are after. 


Ask for a copy of the Merchants’ 
Guide, describing all lines com- 
pletely and showing the latesi 
style costume form models, etc. 


No. 2932 Mirror 


18 x 30 inches. Hugh Lyons & Company 


No. 2931 Candlesticks . a 
5-inch base, 12 inches high Lansing, Michigan » is No. pil SCR 

No. 2930 Console Table SALES OFFICES neat an attrac ive card holder 

; : of special design, with hinged 

16 x 42-inch table top, 30 inches high. New York—35 W. 32nd St. side panels. The card frame is 

Stretcher underneath. Chicago— 217 W. Jackson Blvd. made to hold a card 84%xl4% 


A complete set for effective display Baltimore— No. 1 N. Eutaw St. inches. The fixture stands 18 
windows. In Louis XVI period de- Boston— 52 Chauncy St. inches high over ‘@ll and is 20 
sign to match our round base inches wide whert: wings are 
Louis XVI, a correct adaptation of fully spread. The card frame 

the historical Louis period. is tilted at the proper angle so 
Wood, metal and papier mache that card can be easily read 


: Q when placed in window. 
Display Fixtures and forms. 


No. 2933 Bench 
A very graceful and characteristic bench of Louis 
XVI design. Good for figures and also drapery 
work, making very effective displays. It is 48 
inches long over all, 27 inches high over all, 18 
inches from floor to seat, 16 inches wide. 
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Massive Display Front Adds Prestige 


New department store home will include arcade windows to provide 


additional frontage—Namm firm believers in display 


By WILLARD D. HART 
New York Correspondent, The Display World 


N arcade front in a department store is 

somewhat unusual, but that is what A. I. 

Namm & Son will have in their new eight- 

story home on Fulton Street, the Broad- 

way of Brooklyn. The frontage of the Namm store 

on Fulton Street is limited, allowing only a small 

amount of space for display windows. Realizing the 

vast importance of display space, the executives of the 

store hit upon the plan of an arcade front so as to 
provide for additional windows. 

Prior to the building of the new addition the firm 
had only a few feet of space on Fulton Street, and to 
offset that had a long narrow arcade entrance to their 
store from that street, with windows, very shallow, 
running along each 
side. Thenew build- 
ing, while it affords 
a great deal more 
space than in the 
old entrance, still 
did not come up to 
requirements, and 
the arcade entrance 
was decided upon. 

With the new 
building and the 
unusual architectu- 
ral arrangement, 
five display win- 
dows have been 
provided for. Two 





paring the interior for selling is being rushed forward 
as rapidly as possible. A good portion of it will be 
ready for the Christmas trade. While the construction 
work was going on, temporary display windows were 
built in bridgework that hid the actual labor. These 
windows proved to be real “money-getters,” an execu- 
tive of the store said, and were partly responsible for 
the realization on the part of the management of the 
value of display windows. 

A feature of these small windows was their constant 
change in appearance, not only in the displays in them, 
but in their construction. As the work progressed on 
the building, it became necessary to change the appear- 
ance of the bridgework hiding it, and the miniature 
windows were 
changed at the 
same time. This 
kept them from 
becoming monoto- 
nous to the passers- 
by and caught their 
attention. The 
business done from 
these small win- 
dows was tremen- 
dous, it was said at 
the store. 

They seemed to 
have an unusual 
appeal to women 
patrons of the store 





other windows are cease Masiiee New Frontage of A. I. Namm & Son, Brooklyn, N.Y. and this was con- 


on either side of 

the inside of the dittance: and a large semicircular 
window is directly in the rear of the entrance. The 
actual entrances to the store are'on either side of the 
inside of this passage-way. 

All of the windows are finished with a caenstone 
background with a marble base. The building itself is 
very artistic in design, with much bronze grill work, 
and takes its place among the most beautiful in the 
borough of Brooklyn. The edifice increases the front- 
age of the Namm store on Fulton Street ninety feet. 
One of the features will be a direct subway entrance 
through the store or from the entrance. 

The front of the structure is white oelithic Indiana 
limestone, in a modern American style, reflecting the 
steel construction within. All construction work on the 
building has been completed, and the work of pre- 





sidered especially 
valuable by the management, because smaller windows 
can be made much more attractive and dainty to appeal - 
to this part of the store’s patronage than the larger 
windows. 

The arcade entrance effect has often been declared 
to be of less sales and merchandising value than the 
straight frontage, but the proprietors of the Namm 
store are of the opinion that this is not true, as is evi- 
dent in the elaborate plans made for the new store. By 
making the front windows exceptionally attractive, it is 
believed the arcade frontage will appeal through its 
massiveness sufficiently to draw patrons inside. This 
has been proven by the tremendous crowds of window 
shoppers found viewing the windows at all times of the 
day and evening. The new entrance also provides 
much opportunity for unusual lighting effects. 
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Model Grocery in Display Features 


Window displays always distinctive while store increases annual 
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sales to two million dollars by merchandising methods 


By P. A. HARROLD 





ODEL groceries in all that the name implies 
mean groceries that consider cleanliness 
as one of the paramount issues, and add 
to that the appealing power of clean, artis- 

tic displays of the foodstuffs sold within the establish- 

ment. One of the most striking examples of this is 
the store to which I am attached as display manager. 

Our displays are constructed to have human interest, 

appeal to desires, and merchandising value. 


A window display of food products, such as those 
nationally advertised, can be made even more effective 
if the actual merchandise is displayed in such a manner 
that it will not be tawdry. An accompanying illustra- 
tion shows a display of Heinz foodstuffs. Instead of 
the old method of using the figure “57,” I arranged a 
window with a background of Roman numerals, 
“LVII,” displaying the bottles in the cut-out portions 
of the numerals. The effect was not only pleasing 
to the eye, but the taste, and the window sold the mer- 
chandise. 


Interior display features are often valuable, par- 


ee ; 


Display Manager, Model Grocery Company, Pasadena, California 








! ball maa ae y Spal 


Attractive Main Floor of the Model Grocery Company’s Store at Pasadena, California 





ticularly in a grocery store. The display tables and 
fixtures must be clean, well arranged and attractive. 
You can’t appeal to the appetite by displaying an array 
of cardboard. It must be the actual product. When 
a demonstration is in progress, as is often the rule in 
groceries, the booth must be attractive and appealing. 
To carry out the motif attached to maple syrup, or mo- 
lasses, we recently constructed a booth to represent a 
log cabin, as is also illustrated with this article. The 
effect on the public visiting the store was double that 
which might have been attained by an ordinary, hastily 
constructed booth arrangement. 


An interesting bit of history is attached to the fast 
growing Model Grocery Company of Pasadena, Cal., 
dealing both wholesale and retail. Something over 
twenty years ago, D. W. Herlihy purchased half interest 
in the company, then a small grocery whose entire 
stock of merchandise did not exceed $3,500. After 
several years of successful effort, the business rapidly 
grew until it became necessary to incorporate for 
$50,000, which at that time was thought to be ample 
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Original Window Display by P. A. Harrold for Model Grocery Company, Pasadena, Calif. 




























provision. The marvelous growth compelled them to and the part they have played in informing the public 
increase their capital from time to time, until now the of the high standard of the store. 

firm is incorporated for one half million dollars, and 
whose annual sales amount to about two million dollars. 


In September, 1922, the Model Grocery Company 
lost its president and founder, D. W. Herlihy. His 
death brought about the appointment of Mr. Clark 
D. Billheimer as president. John S. Billheimer, a 
brother of wide experience became vice president and 
Hugh S. Anderson, retained the office of secretary 
and treasurer, having served the company faithfully 
for fifteen years, starting in the delivery department. 


The first impgession in stepping into the fine new 
store building on East Colorado street is that of a high- 
class department store. Many departments are housed 
under one roof, such as fancy and staple groceries, fish, 
fruit and vegetables, fancy bakery goods, drug sun- 
dries, cafe and fountain, as well as a complete and 
modern cigar department.. These are housed in one 
three-story building, containing 65,000 square feet of 
floor space. Two years ago the business demanded 
more room and a complete three-story, reinforced 
concrete building was erected and joining the rear of 
the present store building, gives 31,000 square feet 
of additional space for our own modern bakery and 
warehouse. The Model Grocery Company is throw- 
ing out a challenge to any grocery in the land for 


STEREEE Seven” . : Realistic Maple Syrup Demonstration Booth in 
And incidentally, much must be said for the displays, Model Grocery 
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Display Course Aid to the Merchant 


Free training school conducted by wholesale dry goods: firm, the 
only one of its kind in country, is successful 


By JOHN DeWILD 
Manager Merchants Service, Ely & Walker D. G. Co., St. Louis, Mo. 


EALIZING that many young men and 
women, even mature merchants, are anx- 
ious to secure instruction and training in 
the important branches of window display 

and card writing, the Ely & Walker Dry Goods Co., 
of St. Louis, maintains a free training school, the only 
one of its kind in the country conducted by a wholesale 
firm. , 

The question has often been asked, “How did Ely 
& Walker come to establish a free trdining school?” 
The answer is simple: For years this has been one of 
the few wholesale houses of the country where nu- 
merous show cases, displays of various nature—and 
an elaborate system of decoration has been adhered to. 
These duties necessitate an expert displayman, yet not 
all of his time is required for the work. The second 
step was that we had the room—sufficient space to spare 
—where such a school could be established, and thirdly, 
our own needs require great quantities of show cards. 
When these conditions were analyzed, it was found 
a school could be conducted at practically no greater 
cost than before. 

Since the inauguration of this school, about a year 
and a half ago, the attendance has greatly increased, 
and during many months, has capacity attendance. We 

- have inaugurated somewhat of an innovation in that no 
specific course in routine is prescribed other than in 
the show card class. We have a complete course in 
card writing, and unless a student has had some ex- 
perience in this work and has learned to make good let- 
ters, we tell them to discard their old and harmful ideas 


and take up lettering from the very beginning ingluding 
the fundamentals. We provide the student with our 
own show card book and some practice charts. Thi: 
system of card writing was originated by myself, anc 


_has proven extremely simple and helpful whereve: 


taught, including the Y. M. C. A. classes in card writ- 
ing. This course is also used by the St. Louis Adver- 
tising Club and has been adopted by the Associated 
Advertising Clubs of the World for small town use. 

In our window display work, we endeaver to give 
the students the kind of work most needed‘in individual! 
classes. If we find a young man or woman has had 
considerable experience in draping and ordinary win- 
dow trimming, we endeavor to show them advanced 
ideas; which enable them to do better work when they 
go home. Many of the students come to us with very 
little previous experience and in these instances, we 
show them simple drapes and arrangements of mer- 
chandise and gradually work up to an elaborate stan- 
dard, including decorative background work. It will 
surprise many, perhaps, to know that we have many 
students come into the class who do not know what 
wall board is, and who have never done any decorative 
work with similar materials. This goes to show that 
while much is being done for the merchants, and in 
many instances, it takes personal instructions, the car- 
rying of the message direct to the retailer is effective. 
We keep copies of The DISPLAY WORLD for the 
use of our students on file in the class rooms at all 
times. 

In connection with our window display work, we 


Showing Portion of Show Card Department, Ely & Walker Dry Goods Co., Free Training School, St. Louis, Mo. 
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have photographs and a great many special displays. 
These photographs are retained for class work and 
many times the students are given one of these photos 
and required to put in a window from the picture itself. 
This gives the student the habit of working from pic- 
tures and in that way, they are able to put into prac- 
tical use many of the windows pictured in The 
DISPLAY WORLD and other dry goods or depart- 
ment store trade publications. By working from these 
photographs, it also enables the students to reason out 
in their own minds how certain windows are con- 
structed and they are thus able to look into big depart- 
ment store windows and make sketches containing sev- 
eral details, then installing similar windows in their 
stores. We also have photographs for sale to our 
f riends and after the student has returned home, we re- 
ceive many requests for additional photographs which, 
if necessary, are sold on ‘A returnable basis. We are 
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Showing Battery of Instruction Windows in Ely & Walker Training School, with Students at Work. 


kept busy and have received so many letters of grati- 
tude after the students return home, that the work is 
really an inspiration. We .feel that every year our 
efforts are being more appreciated, and that it is some- 
thing very necessary. 


More than one hundred feet of practical window 
space is provided in the windows which are set up 
in our building, and here the students can get the actual 
experience they cannot so easily obtain in the windows 
of the retail store, because they cannot experiment there. 
An accompanying illustration shows a part of this span 
of windows, with some of the students at actual work. 
Special instruction can also be arranged for merchants 
who visit the house and can remain for only a few days 
—often time a few hours. We believe the window dis- 
play and show card schools have done much to stimu- 
late better displays among our retail merchant-friends. 


0000000 


Motorcycle Display Without Motorcycles 


Can a motorcycle agency sell 
motorcycles without displaying the 
actual product in the window? The 
Winston Cycle Supply Company, of 
Little Rock, Ark., believes it can 
be done, as the illustration here 
depicts. The display, providing the 
miniature city idea carries with it 
an abundance of advertising for 
Harley-Davidson motorcycles. Real 
water turns the wheel and empties 
into a pond. One of the men on the 
porch turns a grindstone, while the 
other sharpens an axe. The boy’s 
fish pole gives a lively jerk every 
once in a while. The garage and 
sign boards provide the opportunity 
for firmly fixing in the passerby’s 
mind that motorcycles are being 
sold inside the store. 


Display in Little Rock, Ark., Creating Interest Without Displaying Product 
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New Discovery for the Display Field 


Fireproof wallboard and plastic paint combine to make some attrac- 
tive backgrounds for the show windows 


By H. A. SIMONS 
Publicity Manager, United States Gypsum Company, Chicago, IIl. 


WO unique display projects created this 

fall have called attention to possibilities 

of distinctive work through the use of 

two materials which are comparatively 
new in this field. 

At Dallas, Texas, the State Fair Board faced a 
sefious display problem. Virtually all the booths 
of retail merchants, especially those in Dallas, Fort 
Worth and surrounding cities, are housed in the 
main exhibition hall. This was a huge structure 
with unfinished interior, which required elaborate 
decorative treatment to make it an adequate show- 
ing place for high-class merchandise. Messrs. 
Foshee and Cheek, architects, were engaged to 
solve the problem. 

They proposed that a Spanish village be built 
to cover the entire floor space, each little house con- 
stituting one or two booths. The idea was approved 
and executed. Light timber frames were set up 
and were covered with Sheetrock, the fireproof 





gypsum wallboard manufactured by the United 
States Gypsum Company. This resulted in a num- 
ber of small buildings, typical examples of which 
are shown in the illustrations. The exteriors of 
all of them were painted with Textone, a plastic 
paint produced by the same concern. ‘The out- 
standing characteristic of this material is that it 
produces both texture and tone in a single coat. 
In this manner the outsides of the booth houses 
were given a semblance of the adobe or stucco 
finishes, characteristic of Spanish architecture. 


It was proposed to leave the interior decoration 
of each booth to the renting exhibitor. The ma- 
jority of those who saw the exterior work com- 
pleted chose Textone, so that the interiors as well as the 
outsides of the booths now are harmoniously finished in 
a variety of the textured and color schemes which this ma- 
terial makes possible. Subsequently several of the ex- 
hibitors, among them the Titche-Goettinger Company, of 
Dallas, adopted Sheetrock and Textone for the permanent 
backgrounds of the display windows in their stores. This 


Window Display in Store of Hulbuch Bros. & Wellendorf, Louisville, Ky., Showing Permanent Sheetrock 
Backgrounds 
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proved the adaptability of the products in window display 
work, 

It is obvious that this wallboard and paint are valuable 
acquisitions to the display profession. They can be used 
for permanent and temporary backgrounds in display win- 
dows, as in the Dallas stores referred to. Or they can 
be used to line entire show rooms, as was done in the main 
model room of the Jordan-Marsh store in Boston. Textone 
can be used over plaster, wood, glass or virtually any other 
substance. Hence it is excellent as a base for polychrome 
work on tables, chairs, draping stands, and all other dis- 
play fixtures. 





One of Sheetrock-Textone C ottages at Texas State Fair 


Both the wallboard and the paint are primarily building 
materials. Sheetrock was devised for fireproof insulated 
residence construction, and Textone was first introduced 
as a decorative finisher for the wallboard. But the same 
qualities that make them good for home building make 
them excellent for the display purposes for which they 
now are gaining acceptance. Thus the fact that this is 
a permanent substantial board which does not warp, buckle 
or bend, is the first item in its favor. It can be sawed 
and nailed like..wood, and so is adaptable to any form 
that may be required for a feature display. Another 
element contributing to its adaptability is its square fibre- 
bound edge which makes paneling unnecessary, although 
beautiful effects can be obtained by this means. Coming 
in large units it can be handled quickly, and frequent 
changes of Sheetrock backgrounds are possible because 
the board is far less expensive than hardwood or the other 
materials used for this purpose. 

The decorative possibilities presented by these  quali- 
ties in the wallboard are greatly enhanced by Textone. 
It comes as a white powder to be mixed with water, 
brushed over the surface and stippled or worked by hand 
into the desired texture. . To produce a tinted surface, oil 
color thinned in turpentine or dry pigment dissolved in 
water are added to the water-mixed Textone. Two-tone 
effects are produced by letting this first coat dry, then 
applying a coat of size, and following this up with a coat 
of glaze in which pigment of the second color is sus- 
pended, After this has been brushed on and become 
“tacky,” the surface is gone over with a pad of cloth; the 
glaze is wiped from the high spots of the texture and 
allowed to accumulate in the depressions, thereby empha- 
sizing the variations in the surface. 
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Whether a single coat is applied or a glaze is added, a 
final application of Textone size will make the surface 
washable, solving the problem of cleanliness, which is a 
persistent one in all stores where the appropriation for 
changes of display backgrounds is limited. It will be 
noticed, too, that there are no limits to the color possi- 


bilities presented by this material. The most delicate 
tints can be used for contrast with rich and heavy fabrics, 
or vice versa. Or a color scheme appropriate to a par- 
ticular season or occasion can be worked out, embracing 
background, fixtures and merchandise in harmonious 
ensemble. 

Light is a subject occupying a continually enlarging 
part of the display manager’s attention. The non-reflec- 
tive character of the Textoned surface should be con- 
sidered in this connection, for sets surfaced with this 
material eliminate the highlights and shadows which have 
such an undesirable effect on some displays. The most 
elaborate or the most simple lighting apparatus can be 
used in this connection, for the tendency of Textone is 
to break up hard glares and soften the light, much as a 
parchment shade tones down the lights of a room. Reno- 
vation of fixtures is another problem that continually faces 
many display directors. This paint offers a simple solu- 
tion. For the fact that it will adhere to virtually any 
base material means that fixtures scratched by frequent 
handling or long usage or faded from long exposure to 
sunlight may be entirely renewed by being coated and 
attractively polychromed with this material. 

Another of its singular characteristics is that, unlike 
other paints, Textone is not a fluid. It is a plastic medium 
which can be modeled in application. It, therefore, can 
be used with a relief bulb for working out definite designs 
on backgrounds, and with stencils to produce friezes or 
over-all patterns. 

Textone solves another problem that frequently worries 
the merchandising art director. In displaying period furni- 
ture objects of art, costumes, rugs, and other articles, or 


« 
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a 





& panish Cottage, Showing Different Texture Pro- 
duced by Textone 


in creating a feature display revolving about some historical 
scene or event, what background is most appropriate? No 
displayman would think of using a French period ‘setting 
for. a Thanksgiving season window, or a colonial ;back- 
ground behind a grouping of Louis XVI furniture. But 
what IS a Louis XVI wall treatment or a colonial one? 

Hitherto such questions have been insoluble except by 
months of research. The United States Gypsum Company 


‘has engaged artists and draftsmen to do this work and 


they have established as standard the wall textures and 


(Continued on page 43) 
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Linking Displays with Current Events 


Style rather than price coupled with timely subjects should be 
featured in windows containing men’s wear 


By CLEMENT KIEFFER, JR., 
Display Manager, The Kleinhans Company, Buffalo, N. Y. 


TYLE, rather than price should be featured 
in window displays of men’s wear to have 
greater selling power. If displays are 
linked up with the present styles and cur- 

rent events, they will attract greater attention and a bet- 
ter class of trade. That has been proven at The Klein- 
hans Store. 

Originality is the displayman’s greatest asset. I 
have tried to shatter time-worn traditions in arranging 
merchandise in the window displays, with the result 
that the displays of the Kleinhans Company are con- 
sidered just as important as the newspaper aavertising 
copy by the store management. We endeavor to fea- 
ture new ideas in window display art continually, and 
by the linking up of new merchandise with current 
events, I have almost dutomatically won many prizes. 
The real merchandising value of the window display 
seems to come very easily when it is tied up effectively 
with some event firmly fixed in the minds of the public. 

The Kleinhans Co., Inc., fronts on three streets 
in the heart of the retail shopping district of Buffalo— 
Main street, Lafayette square and Washington street. 
This unusual frontage gives me an opportunity to stage 
frequent unusual demonstrations which have not only 
created comment and attracted favorable attention, but 
have materially increased the business of the store. 

Even with unusual window displays, special demon- 
strations and other features, the displayman should 
never lose sight of the main theme—that is, to sell 


merchandise. While the displayman should be on the 
lookout for unusual features at all times, and should 
make his windows as attractive to the eye as possible, he 
must have a selling idea in mind and this can be brought 
to the attention of window shoppers by means of. an 
attractive hand lettered window card linking up the 
display with the merchandise the store has on sale in 
the various departments. 

When the Prince of Wales sailed from England on 
his present trip to the United States, one of the largest 
Main street windows of the store was given over to the 
display of a large oil painting of the English prince in 
a business suit. American and British flags were 
draped over the painting and two English suit models 
were shown. English brogue shoes, imported English 
hose and heavy walking sticks were used to help make 
the picture complete. Close to the glass in the win- 
dow and on each side of the display were narrow boards 
about five feet high covered with black velvet. Upon 
these boards were tacked more than one hundred news- 
paper and magazine photographs of the Prince of 
Wales, showing him in all types of cloth from sport 
togs to full dress military togs. 

In the center foreground was a hand lettered card 
upon which I had penned the connecting link between 
the general setting of the display and the clothes on 
sale in the store. The sign said: 

“Bon Voyage. 

“The Prince of Wales is on a return trip to the 


ra 


Oe 


One of Mr. Kieffer’s Window Displays of Knit Neckwear for the Kleinhans Company, Buffalo, N. Y. Background 
of Black Silk Velvet, on Which Were Raised Gold Wood Letters, the Center O Being 
Arranged for a Shadow Box to Care for Collar and Tie. 
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o the Display of Hart, Schaffner & Marx Clothes by Clement Kieffer, Jr., for The —, Company, Buffalo, N. Y., 
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vitae ‘States. Timely, therefore, is this presentation on the spectacular or dazzling, because windows which 
glish English models sponsored by this Prince of Fashion. carry out such an idea do so at the cost of sacrificing 
Bane The display attracted unusual attention. Crowds interest in the merchandise shown. The introduction 
‘ole. congregated in front of the window daily, looking at of natural accessories that tie up well with the ap- 
el the magazine photos of the prince, the English gar- parel also will help to stimulate interest in the passer- 
Jpon ments, shoes, hosiery, and walking sticks. The demand by. Lights, too, are of great importance. A tech- 
ane. for English style clothes was materially increased in nical knowledge of colored light is required, their 
» we the store through this educational and instructive night effects on merchandise and the harmonizing or 
ssieort display. contrasting effect in the color of apparel shown. | 
On many occasions I have featured current news The displayman should be a good merchandiser, 
Rens events in the window display. At the opening of the also. He ee be able to judge for himself what arti- 
nerER annual horse show, a society event in Buffalo, the cles have special selling appeal and which articles han 
ia te window displays featured riding habits, sport togs, assortments at his command are best adapted for dis- 
furnishings, etc. When Sarazen, the golf champion, ply work. There is no greater expression of a dis- 
came to Buffalo to play, I featured it in a window dis- playman’s art than can be found in a window which 
» the play with Hickok belts. This display won me the first shows the Gr of naturalness in all its aaperts and 
prize in the Hickok belt contest, so great was the mer- which carries no indication of excessive labor in its 
chandising value, due to the tie-up. Men like novelties construction. 
in window displays. They are attracted by the un- 
usual. When they are watching a novel display of Te Se ee dee ee Cee Pring me 
news importane@ their attention is also attracted to display department of Abraham & Straus, Inc., Brooklyn, 
our merchandise and this creates the desire to buy. N. Y., and for the past several years as display manager, 
Most retail clothiers merely show clothes on models, has announced his resignation, which will go into effect 
or racks. Furnishings are usually displayed in the next February. Mr. Rooney has been a prominent mem- 
same manner, but I always like to feature something ber of the display profession and has been an officer and a 
: ; member: of the Board of Directors of the International 
unusual—something new to attract attention, and I Association of Display Men. At present he is president 
believe that is one of the major reasons why The Klein- of the Néw York Metropolitan Display Men’s Club. He 
hans Co., Inc., gets such unusually good results from has not yet announced his future intentions. 
its windows. 
DISPLAY SPECIALIST ON BEAR HUNTING TRIP 
Although I have been connected with the Kleinhans George A. Smith, the well-known New York display 
Company only four years, I have won 220 window dis- specialist, left October 24 for the wilds of Canada on an 
play contest’ prizes and I attribute that success to extended moose and bear hunt. _Mr. Smith takes: these 
studying the principal appeal, to my mind, in window trips each year, and on the expeditions, in which he usually 
display advertising, namely, merchandising. Appeal oe Nae icine rafts p Pastis si 5 ¥ the Ne _— 
aaa isplay ideas which find their way into his window displays 





comes first in any window display, and when I speak 
of the human interest side of display, I do not mean 


for the United States Rubber Company and other con- 
cerns. 
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Display Co-operation With the Dealer 


Newspaper works out valuable plan of advising the retail merchant 
when the national advertisers book space 


By JACOB ALBERT 


Editor, Detroit News Booster, Detroit, Mich. 


NE of the greatest teachers of English 

composition of all time once remarked 

that no method was any better for de- 

veloping a theme than the method of 
repetition. Saying a thing over and over, each time 
emphasizing the theme in a slightly different man- 
ner, drives the message home. It is uttering a 
banality to say that repetition is the key to all 
advertising success. Yet so important is this to the 
seller of merchandise that it must here be said 
again. And if that is the case, what is more im- 
portant than repetition of the advertising theme by 
the actual display of the goods advertised in the 
dealer’s window or on his shelves? 

Slowly, but surely, the grocer, druggist or other 
dealer is beginning to grasp the significance of the 
display tie-up to national advertising. Heretofore, 
however, the dealer, no matter how co-operative 
he might be inclined, had very little to guide him. 
In the last five years national advertisers have be- 
gun to realize that mere preaching by mail to their 
clientele would not get them to exert any effort in 
displaying the goods. Something definite had to be 
done. So the advertiser initiated window display 
crews; he promised window display material and 
went to tremendous expense. Wherever a display 
crew came along and set the display up everything 
was fine, but otherwise they were no better off 
than before. Instead of reaching all the dealers 
they reached a chosen few who would take advan- 
tage of anything offered for nothing. 

These attempts were sporadic instead of regu- 
lar. There was no localized agency to keep dealers 
informed of advertising schedules or of the best 
time for displaying products. There was no one to 
whom the dealers could apply for display material 
when the spirit moved them. 

The Detroit News, through its contact with 
dealers, discovered this situation and set about to 
remedy its evils. A careful calendar of all adver- 
tising scheduled. was devised, which not only told 
when certain advertisements were to be published 
but also specified their sizes. The dealers thus 
learned to judge for themselves when this display 
would prove most effective. Each issue of the De- 
troit News Booster, the retail co-operating maga- 
zine of The News, contains a definite sales argu- 
ment telling dealers why they should co-operate 
with the advertiser, through repeating the sales 


message and displaying the goods, and pointing out 
the profits that would accrue if they did so. A let- 
ter is sent each month to every dealer on the list 
urging him to read the Booster and go over the 
advertising calendar carefully. 


The News advises dealers that display material 
for advertised goods can be ‘secured by notifying 
the newspaper, which in turn keeps in touch with 
manufacturers and their representatives, letting 
them know of dealers who are anxious to use dis- 
plays. Stories from dealers who have used dis- 
play material to advantage are constantly published 
in the Booster, with illustrations and suggestions 
that others emulate the successful example. The 
result of the effort has been apparent from the in- 
creasing number of calls received from dealers for 
window and counter display material as well as 
from the readiness of dealers to testify to the value 
of display material. 


Another proof of the value of the calendar is 
evident from the strenuous protests made when by 
mischance an advertiser is not listed in the Booster 
chart. Dealers have assured The News time and again 
that the calendar is kept in front of them all month. 
It has become a Detroit News institution so much that 
salesmen often find dealers referring to the chart to 
find out if the products are listed before signing on the 
dotted line. See the illustration on page 16. 





DETROIT DISPLAYMEN ASSIST IN EXHIBIT 


A special window display lighting exhibit was given in 
Detroit recently for the benefit of the public.’ Members 
of the Detroit Display Men’s Association, ‘headed by 
Charles Wendel, display manager of thé J. L. Hudson 
Company, and a member of the executive committeee of 
the I. A. D. M., conducted the displays, while the light- 
ing effects were supervised by the- Detroit Edison Com- 
pany. 





LIFE MEMBERSHIPS FOR SPOKANE DISPLAYMEN 


John H. Graham, display manager of Tull & Gibbs, house 
furnishers, of Spokane, Wash., and president of the Spo- 
kane Display Men’s Association, announces that on behalf 
of the local organization of displaymen he has conferred 
life memberships on Karl Amdahl, of the Palace Department 
Store, who is now president of the Pacific Coast Display 
Men’s Association, and Allyn Dean, of the Crescent De- 
partment Store, who is also an officer of the Pacific or- 
ganization. These life memberships were conferred in 
recognition of the great efforts they put forth in making 
the first annual Pacific convention the great success it was. 
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Whether you are a 
Display Man, Mer- 
chant or National 
Advertiser, you will 
be interested in see- 
ing the many novel 
‘ effects created with. 
“Anaglypta.. 


Ideas you never 
dreamed of before 





Display 
Counsel 
and Ideas 


for 
National Advertisers 


Second to none 





IMPORTANT 


Every display man 
should receive a cata- 
logue of Anaglypta— 
now in _ preparation 
and which will be 
ready for our opening 
after January 2. Send. 
your name now to re- 
ceive one of the first 
copies. 


ALL MAIL UNTIL 
DEC. 16th to 1095 Gen- 
esee St., Buffalo. After 
this date to 316 N. 
Michigan Blvd., Chi- 


cago. 








Background effects you 
have long been wait- 
ing for 
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The Window Display Center 


of the World 
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After January Ist we will deal direct 
with our customers, having our own 
sales force under the supervision of 


Mr. H. O. Condit, known by display 


men from coast to coast. 





After Jan. Ist, 1925, 
we will be located in 
our new home at 


316 No. Michigan 
Blvd. 
Chicago, Ills. 


Convenient to all State 
St. stores and located 
in one of the country’s 
finest business thor- 
oughfares. 











Theatrical 


Lobby 
Displays 


Stunning designs 





The Birth of a 
New Idea 


And in order that 
you may share in this 
celebration we invite 
you to our new home 
during opening week 
beginning January 10. 
We are sure your visit | 
will be a_ profitable 
one and we hope—the 
beginning of a busi- 
ness friendship for us. 





We are showing the only 
line of its kind in this 
country 


THE MURDISON COMPANY 
316 North Michigan Ave. 


CHICAGO 
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Sheaffer Pens 
TOILET ARTICLES AND DRUGS 





Bleachodert 
Blondes i pees 
Blue Jay Corn Remedy 














How the Detroit News, Through Its Merchandising Journal, The Detroit News Booster, which is Circulated to 
Retailers Throughout the City Each Month, Advises Them of Forthcoming National Advertising so That They 


May Tie Up With it by Installing Window Displays. 


Dealer Helps and Window Display Material May Be 


Obtained by ’Phoning the News Office. See Article on Page 14. 





WINDOW SHOPPING NIGHT PROVES SUCCESSFUL 


Window Shopping Night in Franklin, Pa., the latter 
part of October was a most successful event. Prizes for 
the best window displays were awarded to: Dry goods 
stores, J. T. Campbell; women’s ready-to-wear, Mrs. A. J. 
Gribben; hat shops, Miss Martha Meanor; men’s clothing, 
Printz Company; furniture stores, Anderson. & Company; 
shoe store, Wm. A. Blair & Compay; 5 and 10-cent stores, 
F. W. Woolworth Company; specialty shops, Mrs. Frank 
Hedley. 


SHOW CARD ARTIST ALSO WINNING DISPLAYMAN 


Frank Dodson, display manager of the Globe Shoe & 
Clothing Company, Pittsburg, Kansas, whose distinctive 
show cards, which have been published regularly in The 
DISPLAY WORLD, are attracting nation-wide attention, 
is also a clever displayman. Mr. Dodson won for the store 
he represents the first prize in the Fall Fashion Show win- 
dow display contest at Pittsburg recently. Second prize 
was awarded the Newman Mercantile Company, and third 
to the National Bank of Commerce. 
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DRAPES 


and Double Your 
Yard Goods Sales 


The ease with which present day styles can be made up is 
one of the reasons for the great increased sales of yard goods in 
the fabric department. 


Just now, while women are doing more home dressmaking, is 
the time for you to devote more space in the show windows to 
the new arrivals in yard goods. 


Just now is also the time when you should 
devote a few weeks to the study of “The 
Koester System of Draping.” 


Live Model Draping 


Was introduced some years ago by the 
Koester School at one of the Window 
Display Conventions held in Chicago. 
Since then our graduates have used it 
. with increasing success for Style Shows, 
» Spring and Fall Openings, for Silk 
N Week and other fabric events, both in 





the windows and in store interiors. 


All Koester Form drapes are adaptable for 
use on papier mache forms, wax figures or 
live models. 






Many Merchants 
Send their Dis- 


play Men in for a 
few Weeks’ Study 


_ Merchants interested in get- 
ting better results out of their 
show windows should write in 








Posed by to the Koester School and find out what arrangements 
Gloria other merchants have made in sending their display 
Ss ae men to the school. 
rtists nasties 
and Models” 
} to company, Use this Coupon--- Toda 
he now playing 
a pty daft = Every Display Man interested in achieving that 
Be in: (Chola 4 success that means a bigger pay envelope will do well 
wack 4 to send for complete school literature. 
Ragin a eae ein a =) a es a en a 
ates, In- | 
structor of THE KOESTER SCHOOL, 
cree sf . 1 314 S. Franklin St., Chicago. 
[AN School. i] Please send information covering following 
' studies: 
e & 1 Window Display 
9 Silks used by Courtesy Puritan Silks Corporation. LC) Retail Advertising 
e I 
tr The KOESTER SCHOOL «...... 
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Upper Left, Display of Furs and Winter Coats with Attractive Backgrcund Setting by George E. Prue for Jor- 
dan Marsh Company, Boston, Mass.; Upper Right, Fall Opening Display for The Fair Store, Chicago, Showing 
Women’s Gowns on Attractive Figures with Beautiful Furniture Pieces in the Setting for Decorate Effect; Cen- 
ter Left, Fall and Winter Millinery Display by Ellsworth H. Bates for The Roland Company, Bloomington, IIl.; 
Center Right, Santa Claus Workshop Display in Clever Setting for Christmas by W. I°. Oxenreiter for Kaufmai- 
Baer Company, Pittsburgh, Pa.; Lower Left, Display of Pabcolin, with Life-Size Cut-Out of Housewife at the 
Stove in Realistic Manner, by J. A. C. Petersen’s Sons Co., Davenport, lowa; Lower Right, Effective Shirt Dis- 
play by C. H. Roberts for Cahn’s Quality Shop, Baltimore, Md., Showing Artistic Use of Screens in Background. 
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MANUFACTURERS - JOBBERS 
RETAILERS 


Bloomington. 1. 





Sept. 17, 1924. 


Te S..M. Hexter Co., 
Cleveland, Obic- 
Gentlemen:- 


Owing to 


the fact that I feel you may ve interested 

an seeing the peauty with which we feel your product hee 

gorked up, a® & background fot our Fall Displays, I an 

forwarding you under separate cover a photo of one of the 

windows in woinh ae New Stripe pattern, Sol Fabric #88 used. 
our selection, and the 


We were indeed pleased with 
effect produced in this case has been to our entire satie- 
faction, the peauty of which we really feel i¢ not fully 


illustrated by a photo. 
your material, and 


we will gladly 
ie seventy- 


Other windows were 3ls0 treated with 
4f you care to nave photos for your files, 
furnish you prints, at the cost to us, which 
five cents each. 4 

Thanking you for the good eervice you have rendered us. 
aseuring you future consideration. head 
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Comes in 36 and 54 i i 

_ inch widths. 36 lovel 5 

cage tie limitless display Nosuibilities 

oe e iron, sO you can use it mat a 
s. Let us send you samples Si oa sie 


S. M. HEXTER & CO. 


Sole Owners 
CLEVELAND, OHIO 
~ New York Office, 1140 Broadway 
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Interior Decoration Proves Helpful 


Provides displayman with wealth of ideas for the backgrounds and 
other features of present-day window displays _ 


By M. F. HERSHEY 
Display Manager, Stewart Dry Goods Company, Louisville, Ky. 


NTERIOR decoration affords the display- 
man with ample opportunity for distinctive 
and artistic backgrounds. It departs en- 
tirely from the usual run of window 

displays. 


For my fall windows, I adopted this basis for all 
my backgrounds and the effect was quite remarkable. 
I had striven in this to get away from the old traditional 
season in and season out commercial backgrounds. 
These backgrounds are likewise practical and readily 
adapt themselves to all lines of merchandise. 


The wall papers were of the highest quality and 
were imported from England and France. The 4istinc- 
tiveness of the designs was, in itself, an attraction 
power. The paintings were done in oil. The colors 
used were blue, green and midnight black. The sky 
of all paintings was in blue, with a purple cast. The 
frames, moulding and ornaments were specially de- 
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signed and decorated. The ground color used was a 
greenish grey. The ornaments and motiffs were pur- 
ple and gold, blended. The bases were of black marble. 


The bases and oriental rugs on the floors were of 
the finest quality. The drapes were of Italian brocade 
and English tapestry patterns, colorings to blend. All 
drapes and hangings were made from materials taken 
out of stock, none of them being cut. 


In the furniture window, I used an Oriental rug of 
silk Persian, a very rare specimen. Its richness of color 
and lustre was greatly improved by flood lights. An 
oil hand painted raised plaque was spotted with a head- 
light. This particular window received great praise 
and admiration, the sidewalk at times being blocked. 

This series of displays was installed in two days’ 
time. Everything was arranged systematically and 
worked out without a hitch. We finished as per the 
schedule adopted. The effect of displays of this kind, 
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Millinery Display Using Interior Decoration as Motif by M. F. Hershey for the Stewart Dry Goods Company, 
: Louisville, Ky. 
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Another of M. F. Hershey’s Striking Displays for Stewart Dry Goods Company, Louisville, Ky. 


to my mind, is exceptionally good, for while each win- 
dow was strikingly different, yet all were of the same 
school. 

The displayman who wants to depart from the usual 
custom in window displays, and still retain the artistic, 
as well as the mérchandising value will find a vast fund 


of information if he will follow out some of the schemes 
suggested by the books and publications in interior dec- 
orating. There is enough added inspiration in the im- 
portations of wall papers and other decoratives for 
interiors to provide him with the effects necessary to 
successful displays. 


00000000 


Putting Punch into the Small Town Opening 


By L. J. BELL 
Display Manager, Hamilton’s, Albany, Ore. 


ERE is proof that the small town can stage a 

fall or spring opening with the same success 

enjoyed by large cities. Often we hear com- 

plaints from the smaller cities in the trade 

journals that the material published is “over 

their heads.” This is erroneous because the same medicine 
applies to both large and small cities—thought and work. 
Albany, Oregon, is a city of 6,000 population, no different 
than hundreds of small towns with the same population, 
but the merchants decided to pull some big city stuff and 
usher in the new season. The overworked term, co-opera- 
tion, came into its own—a meeting was held and they de- 
cided to stage a real autumn opening—to veil their win- 
dows, trim them snappily, and to drop the curtains at the 
appointed hour. One committee was appointed to procure 
music for the downtown streets and enlist the aid of the 
fire department. Another committee arranged for the pur- 


chase and distribution of one thousand balloons and 
squawkers for the children. 
(Continued on page 45) 








Display by L. J. Bell for Hamilton’s Store, 
Albany, Ore. 
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ERLITE 


ERIN 

Stuvert No. E-2. Designed for use in 
high, narrow windows. Because 
of adjustable neck either 75, 100, 
or 150-watt, Type C, lamps can 
be used without change of holder. 
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For Better Store Light ge 


OTH laboratory and actual store tests have proved that 
Silverlite Reflectors are from 15 to 20 per cent more 











efficient than silvered glass reflectors. No. E-4. For use in low deep 
k . windows. Fits standard 3%” 
From the point of economy of maintenance there is no com- holders. Takes either 75, 100 or 
fs 150 watt lamps. 
parison. 


Silverlite are all metal, pure copper electrolytically deposited — 
on pure silver. There is no glass to crack or paint to peel. 
Will not tarnish and are easy to clean. 

The adjustable neck, which fits holders already installed, 
makes the alternate use of 75, 100 or 150 watt lamps possible, 
without the use of extra fittings. 

Stores all over the country are equipping with Silverlite, as 
the most efficient and economical reflector on the market. 


Write us today for complete details. 
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E-5. Designed for hghting 


through glass ceilings and 

: other special purposes. Adjust- 

. able neck makes special fittings 

Be a) unnecessary for different size 


] ° 
24th Street and 10th Ave., New York —— 
Chicago, Ill. Detroit, Mich. Cleveland, O. Philadelphia, Pa. Pittsburgh, Pa. 
Boston, Mass, Cincinnati, O. Seattle, Wash. St. Louis, Mo, Los Angeles, Cal. 
San Francisco, Cal. Buffalo, N, Y. ' Birmingham, Ala. Atlanta, Ga. Portland, Ore. 


CANADA 
Associated with The Robert Mitchell Co., Ltd., 64 Belair Ave., Montreal 
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Displays for Clerks Prove Valuable 


Placing of dummy windows in the basement of store near time clock 
gives employees insight into store's daily bargains 


By LOTHAR F. DITTMAR 
Display Manager, The Union Company, Columbus, Ohio 


~ LL displaymen have carefully studied the 
formulation of window displays for their 
customers. But how many have thought 
of window displays for the clerks, sales- 
men and saleswomen of the store? They are the 
ones who must eventually close the sales with the 
customer. 

The Union Company, of Columbus, Ohio, has 
sixteen show windows, all facing two prominent 
streets. The store is known as a ready-to-wear 
establishment, and, in spite of the sixteen windows, 
many of its employees fail to see the vast frontage. 
This gave me a new idea and I proposed two dummy 
show windows to be erected in the basement of the 
store adjacent to the time clocks. 

Every employee now can see these windows 
four times daily and cannot avoid noticing what 


is on sale each day in the various departments 
throughout the store. It has also proven a splen- 
did idea in informing the employees regarding com- 
ing events. The buyers send in their requests for 
showings in these windows and each department 
is given one or two days as the events warrant. 

The windows are trimmed by the two youngest 
assistants, who prepare the merchandise one or two 
days before the event and make the display just a 
few minutes before closing time. A large show 
card between the displays acquaints the employees 
with the purpose of the displays, and this is par- 
ticularly valuable to newcomers. For the amount 
of money involved in this construction the windows 
have more than paid for themselves because évery 
employee has been informed of what some other 
department of the store is doing. 
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How the Union Company, Columbus, Ohio, Maintains Displays for the Benefit of Its Employees 
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Chicago affords the most complete Display Equipment and Decora- 

tion Market in the World—Time and money may be saved, and the 

best that decorative genius creates can. be obtained in Chicago at 
prices that cannot be duplicated—quality considered. 
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THE ADLER-JONES CO. 
643 S. Wells Street 


U Artificial Flowers—Decorations 


THE BODINE-SPANJER CO 
1160 Chatham Court 


Distinctive Display Decorations 


CHICAGO MAT BOARD CO. 
664 W. Washington Blvd. 


Card and Mat Board 


CURTIS LIGHTING, INC., 
1119 W. Jackson Blvd. 


Complete Equipment for Lighting Effects 


FAITHORN COMPANY 
500 Sherman Street 
Posters, Hangers, Window Cards 


THE KOESTER SCHOOL 
314 S. Franklin St. 


Display and Card Writing Instruction 


NATIONAL CARD, MAT & BOARD CO. 
4318 Carroll Ave. 


Show Card Boards, Mat Board, Cut-Outs 


PAASCHE AIR BRUSH CO. 
1902 Diversey Parkway 


Air Brushes and Accessories 


SCHACK ARTIFICIAL FLOWER CO. 
134-140 North Robey St. 


Artificial Flowers & Display Decorations 


SUPERIOR SIGN SCHOOL, 
2139 So. Wabash Avenue 


Instruction in Display and Card Writing 


Endorsed by most critical and discerning displaymen and merchants 
everywhere—and recommended to progressive purchasers by the 
Buyers Service Bureau of The DISPLAY WORLD. 











Copyright 1924 by The Display Publishing Co. 
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Display Service Field—What It Is 


Work of installing attractive sales producing window displays for 
national advertisers becoming important business 


By B. J. MILLWARD 
Vice Pres., National Associated Window Display Services, St. Paul, Minn. 


NE of the most vital problems confronting 
the national advertiser who uses window 
display is the proper distribution and in- 
stallation of this form of advertising ma- 

terial. Many manufacturers have, at great expense, 
secured display material to be used as a means of at- 
tracting the public to their wares through the window. 
The display window today is the dealer’s greatest asset 
in getting his product before the public. The live 
manufacturer knows this and is doing all he can to help 
the merchant and retailer realize the value of his win- 
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dows. But, there is a great gap between the manufac- 
turer who uses and sends out display material, and the 
retailer for whose use it was intended. 

At all recent conventions, where window display 
advertising has been discussed by national advertisers, 
distribution has been the big subject. It seems to be 
the unanimous opinion that there is need for some 
agency to fill this gap. The proper arrangement of 
display material is a business in itself and it cannot 
be done successfully by the retailer who has not the 
time, nor the inclination to study the proper setting 
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Window Displays Instalied by Some of the Members of the National Associated Window Display Services—Up per 
Left, Display of Jelke Margerine by Fisher Display Service, Chicago; Upper Right, Display of Flit by Dis-Play- 
Well Window Decorating Service, New York City; Lower Left, Display of Mary Garden Talcum Powder by 
Universal Window Display Service of New England, Boston, Mass.; Lower Right, Display of Kremola, Toilet. 

Préparation, by B. J. Millward for-Noyes Brothers & Cutler, St. Paul, Minn. 
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The Honor Roll of Display Specialists 


The DISPLAY WORLD recommends the following display service organizations to manufacturers, 
advertising agencies and merchants seeking distinctive and reliable display service and counsel. 














GEORGE A. SMITH 
1737 Broadway, New York City 
Specializing in window displays for National Advertisers and 
Dealers. Model displays planned, reproduced and set up in my 


model windows. Make your “Window Display Dealer Helps’ 
produce the results they should. 





“WINDOW DISPLAY AND DISTRIBUTION” 
in 
New York, New Jersey and Connecticut 


DIS-PLAY-WELL 
WINDOW DECORATING SERVICE 


141 Fifth Avenue, New York 





MARTIN JENTER ARTCRAFTS 
185 S. Columbus and 101-109 Haven Ave., 
Mt. Vernon, N. Y. 
Artcraft Window Displays, Exhibits and Entire Expositions. 


Specialists in Hand-made Krummeck Processed Duplications of 
a very b‘gh grade type in quantities of 25 to 100 for routing 


all over the world. President—Martin Jenter 


PHILADELPHIA 


and surrounding points, 

Window Displays Delivered and Installed for National Advertisers. 
We Specialize in an “ALL YEAR ROUND?” Service. 
Prompt and Careful Attention Given to Special Campaigns. 

Installation Capacity 500 Displays per week 
For Further Information and Quotations Write to 
SAMUEL J. HANICK, 1214 Race Street, Philadelphia, Pa, 


PIEGEL’SSILK SCREEN STENCILS 
We make stencils from your sketches. 
ILK Exact reproductions cs sar _ Our 
Stencils have no pin-holes an o not 
CREEN peel or crack. Equipped to fill and ship 


TENCILS orders to all parts of the U. S. Send 


trial order—it will convince. 
INCE 1907 HERMAN SPIEGEL 


The Photographic Way261 Livingston St. Brooklyn, N. Y. 











DUDLEY HESS 
368 West 57th St., New York City 
Designer and Builder 


Show Window Display Scenics 
Exhibition Work—Floats 


For Local Stores and National Advertisers 
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JACK SHENKER’S DISPLAY DECORATIONS 
134 West Broadway (near Duane St.), New York City 
Fancy Papers, Baskets, Spot Lights, Flowers, Tinsel, 

Velours, Show Cards, Valances, Reflectors, 
Fixtures, Price Tickets, Beaver Board, Etc. 





GENERAL SALES SERVICE CO. 
219 North Liberty St., Baltimore, Md. 


A National Window Display Service for installation of sales 
producing window campaigns. Drug and Tobacco trims. 


'B. Harry Statter, President 





EASTERN WINDOW DISPLAY CO. 
E. A. Provencher 
537 Shawmut Ave., Boston, Mass. 
Complete Window Display Service for 


National Advertisers. in 
GREATER BCSTON and VICINITY 








IF WE COULD NOT PERFORM 
WE WOULD NOT ADVERTISE 
Which, after all, 


might be advertising 

bunk! It would be 

worth while for 

’ : you if you could 


see what we 
have done! 


VISUALIZATIONS “syopenten 


“Putting Ideas into Picture Form” eo) 





CENTRAL INSTITUTE 
256 West 34th Street New York City 


Window Displays for Local and National Advertisers and for 
Dealers. Model Displays Planned, Reproduced and set up in 
Our Own Windows. 

Milton Roberts, President 


Telephone 5595 Chickering 


UNIVERSAL WINDOW DISPLAY SERVICE 
OF NEW ENGLAND 


739 Boylston Street Boston, Mass. 
Window Display Service Throughout New England 
National Manufacturers’ Campaigns Our Specialty. Service en- 
dorsed by leading Manufacturers of the following products: 
Tanlac—Mulsified Cocoanut Oil—Zonite. 
Gainsborough Hair Nets and others upon request 








J. D. WILLIAMS DISPLAY SERVICE 
Auditorium Building, Chicago 


Advisor in National Campaigns—Local Display Serv- 
ice—Complete Service for National Advertiser 


Manager, J. D. Williams 





NOYES BROS. & CUTLER DISPLAY SERVICE 
Park Square, St. Paul, Minn. 
A national Display Service for installation of up to 


500 sales producing windows in St. Paul and 
Minneapolis. 


' B. J. Millward, Manager 





FISHER DISPLAY SERVICE 
40 N. Wells St., Chicago, III. 


1000 Locations Available 


For installing window displays of Nationally adver- 
tised products in Chicago and surrounding territory. 





WINDOW-BOOTH-FLOAT 


,, @ DISPLAYS 
b Specialists to Druggists and 
| DISPLAYS National Advertisers 


Seca Meacnanosé Best Locations Available 
190 N. State Street Chicago, Ill. 





ANDRADE DISPLAY SERVICE 
118 No. LaSalle Street Chicago, II. 


Locations available in Chicago and suburbs for 
Nationally Advertised Products. 


One Window or a Thousand 





WORSINGER WINDOW SERVICE 

124 West 34th Street New York City 
Originator and pioneer in window display photo system. I have 
largest and newest collection of photos of leading New York 
City department store and specialty shop windows, covering 
various subjects and industries. State your needs. For $5.00 
monthly in advance we will send you for one year, each month, 
15 new assorted photos, giving brief description. 

Special Photo Service for Local and National Advertisers. 
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LAST MONTH 
WE INTRODUCED 


IRIDESCENT 
SILK PLUSH 


AN EFFECTIVE NOVELTY 


Twenty-Four Inches Wide in a Number 
of Beautiful Color Combinations 


Ask Particularly About the Four 
Wonderful Xmas Numbers 


IT HAS MET THE IMMEDIATE 
APPROVAL OF LEADING DISPLAYMEN 





HAVE YOU SEEN 
OUR 


WINDOSATIN 


Forty Inches Wide in Sixteen 
Solid Colors 


ALSO OUR FULL LINE OF 


PLAIN SILK PLUSH 
24”, 36”, 50” 


SILK VELOUR 
50” 


VELOREEN 
36” 


YOUR INQUIRY WILL IMMEDIATELY 
BRING SAMPLES FROM OUR 
NEAREST AGENT OR DISTRIBUTOR 


WINDOTRIM FABRICS, Inc. 


17 MADISON AVENUE 
NEW YORK 
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of the many displays sent to him, consequently in the 
majority of cases, the display matter is not arranged in 
an attractive manner and it lacks the sales punch that 
it should have and would have, if properly installed. 

Another problem which confronts the national ad- 
vertiser who uses display materials is the elimination 
of waste. Ina recent survey in one of the larger cities 
of the country, it was found that 75 per cent of this 
window display advertising material was wasted. In 
many instances, display matter sent out had not even 
been opened, so today many prominent users of win- 
dow display materials are employing the assistance of 
different display service companies in such places 
where they can secure reliable service. If the display 
service firm is functioning properly, the manufacturer 
is assured that his materials will be used in the proper 
manner, both as to the arrangement of the display 
materials itself and the arrangement of the merchan- 
dise that may be put in with the display. 

It is a well-known fact that next to life itself, color 
is the most attractive. That is why the live service 
company will put in a striking color scheme of the 
predominating colors of the display material or mer- 
chandise used. This is a high light and will attract at- 
tention immediately to the window and then to the 
merchandise or display shown. The color combination 
can be made of a high-grade of silk finished crepe 
paper or of silk and fabric, if necessary. Any display 
of this kind, with the proper color combination will 
attract 75 per cent more attention than if the display 
was just “set in” and no thought given to the arrange- 
ment or color scheme. 


Another advantage of using a display service is 
that waste is absolutely eliminated. A realiable dis- 
play service company will guarantee 100 per cent use- 
fulness of each display sent and will send signed cards 
by the dealer in whose windows installations have been 
made. Also, sending the display matter in bulk to 
the service company means a saving to the manufac- 
turer and the cost for all this service is small indeed. 
The cost of the wasted display material alone will more 
than cover the service company’s charge, but the mauu- 
facturer will ask, “Where can I get this service and 
how am I to know that they are reliable?” To answer 
that question, the National Associated Window Display 
Services, was organized, composed of reliable service 
companies. 

The qualifications for membership in this organi- 
zation are very rigid. It is composed of men of promi- 
nence in this display world, and of assured financial 
standing. Photographs of some of the work of these 
service companies appear with this article. A manu- 
facturer now wishing a window campaign of his prod- 
ucts can contract with the éxecutive office of this asso- 
ciation at Fourth and Vine Streets, Philadelphia, Pa., 
for a campaign covering several states, or he can get 
in touch with the individual members. The live-wire 
retailer of today is beginning to realize the value of 
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hooking up with a window campaign when put on in 
a systematic manner, and also, it is bringing the manu- 
facturer’s cost of advertising right down to the point 
of consumption—the window. 

Under the rules of he National Associated Win- 
dow Display Services, no firm can be admitted without 
a statement of its business. The firm must have 
$3,000 invested in the business, and must prove that 
they have been in business for one year or more. 
They must produce not less than three letters from 
national advertisers for whom they have rendered this 
service and it must have been satisfactory. They must 
also send a recommendation from their bank, also two 
letters as to their character from their home city, from 
two business houses. This system is followed to keep 
out the fly-by-night organizations that cannot be 
trusted to conduct a campaign for national advertisers. 
The members of the National Associated Window 
Display Services are endeavoring to work to the end 
that we will eventually have a national service to offer 
the advertiser, covering every section of the country. 

The following firms are members of the National 
Associated Window Display Services: 

Noyes Brothers & Cutler Display Service, B. J. 
Millward, manager, St. Paul, Minn.; Dis-Play-Well 
Window Decorating Service, New York City, L. E. 
Kaplan, manager; Advertisers Display Service, Indi- 
anapolis, Ind., Herbert L. Brown, manager; Fisher 
Display Service, Chicago, Ill., S. Fisher, manager; 
Universal Window Display Service of New England, 
Boston, Mass., A. A. Lesser, manager; Display Ser- 
vice Company, Philadelphia, Pa., Samuel Gorson, man- 
ager; Patrick Display Company, San Antonio, Texas; 
General Sales Service Company, Baltimore, Maryland ; 
Denver Window Sales Co., Denver, Colorado; Bow- 
man Designing Company, Kansas City, Missouri; F. 
Altman & Sons, Columbus, Ohio; Wisconsin Display 
Co., Milwaukee, Wis., and Fitzpatrick Advertising 
System, Bridgeport, Connecticut. 





MANUFACTURERS OPEN NEW FACTORY ADDITION 


The Quincy Show Case Works, Quincy, IIl., has recently 
opened their new factory, which is known as Plant “A.” 
This addition is a modern three-story daylight building, 
having a total area of approximately 100,000 square feet. 
It is completely equipped throughout with modern auto- 
matic wood-working machinery, including a battery of dry 
kilns. The new factory will be devoted chiefly to the 
manufacture of Quincy window display fixtures. This con- 
cern, which was established in 1876, and the operation of 
the new plant under the management of Lon P. Eversden, 
who is thoroughly experienced in this field, gives them the 
necessary facilities for taking care of the constantly in- 
creasing demand for their products. 





CHANGE REPORTED IN EASTERN DISPLAYMEN 


An appointment of interest in the eastern display field 
was reported recently with the selection of H. C. Miller 
as display manager of the MacWilliams Store in Wilkes- 
Barre, Pa. Mr. Miller succeeds J. A. Rosenberg, who left 
this firm to accept another position. 
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“JUST THE BEST” 
Papier Mache 






















Candle Stick and Candle, 7 feet high, 
wired for electricity with extension 
cord, polychromed beautifully. 


- 


Art Fontaine 
Exposition Company 
10714 N. Main St., Los Angeles, Cal. 
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Chinese Display Theme Made Effective 


Effectiveness of the window can be greatly increased by giving 
attention to the background details 


By HENRY SHERROD 


Display Mgr., Newcomb-Endicott Co., Detroit, Mich. 


When the autumn season approaches the dis- 
playman usually turns his thoughts to an appropri- 
ate background. Often the appropriateness of the 
background, coincident with the season, over- 
shadows his other thoughts and much of the effect 
of an artistic, attention-compelling display is lost. 

In the fall display presented herewith, a corner 
window was used. Effectiveness was necessary 
from both approaches to this window. Heighth sug- 
gested massiveness of background. Evening wear 
to be displayed was the next consideration. Re- 
search developed a desire for something unusual 
and the result was the background and display pic- 
tured. 

The window is done in Chinese. ‘The Chinese 
version of the gates of the Celestial Home was the 
origin of the theme carried out. The architectural 
significance of the center gates formed the attrac- 
tive background for the two center figures. The 
building of this gate in tiers and with entirely oppo- 





site designs in the upright pillars is distinctively 
Chinese in origin and affords the displayman with 
no end of unusual effects. 





CHANGE IN PACIFIC COAST DISPLAY STAFF 

Karl Thuneman, formerly display manager for the Lip- 
man, Wolfe & Company store, Portland Ore., has been 
appointed advertising manager for the company. The ap- 
pointment came as the result of the departure of Maurice 
Hyde, who has been in charge of advertising for some 
time, for California. 





I. A. D. M. COMMITTEE CHAIRMEN ARE NAMED 

Definite announcement has been made of the chairmen 
of the various committees for the 1925 convention of the 
International Association of Display Men at St. Louis as 
follows: Exhibits, H. H. Tarrasch, Stix, Baer & Fuller; 
demonstrations, George W. Foster, Richardson-Leaver Fix- 
ture Company; banquet, P. S. Williams, Scruggs-Vander- 
voort-Barney; entertainment, Joseph Chadwick; program, 
E. W. Calvin, Werner & Werner; registration, William 
Bellison. Sonnenfeld’s; contest clerk, Carl H. Shank, Stix, 
Baer & Fuller; membership, Harold Felgenhauer, Nugent’s. 





Attractive Display with Chinese Motif Background by Henry Sherrod for the Newcomb-Endicott Company, 
of Detroit, Mich. 
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HIGH LUSTRE PLUSH CO. 


209 SOUTH STATE STREET CHICAGO, ILL. 


WINDOW DISPLAY MATERIALS 


SPECIALIZING IN CUT LENGTHS. EXCEPTIONAL RANGE 
OF THIRTY COLORS, SILK PLUSHES AND SILK VELOURS. 
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Twenty-Four Hour Service for 
Chicago and Surrounding Territory — Complete 
Stock Always on Hand 
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SERVICE AND INFORMATION BUREAU 


The DISPLAY WORLD will be glad to supply the latest authentic information about any- 
} thing in the display line in which you are interested. If you do not find your needs listed on this 
; blank, write a separate letter. If we do not have the information you want on file, we’ll find out 

% for you. Avail yourself of our incomparable service facilities without cost or obligation. 





$3 C] Air Brushes C) Counters and Shelving () Plaques (Window) CL) Signs—Electric 

2 CL] Artificial Flowers (1) Decorative Papers C) Plastic and Composi- () Signs—Wood Letter 

2 CL] Art Screens (] Display Furniture tion Pieces C) Stencil Outfits 

P24 [J Art Studies C) Display Forms C) Plushes and Velours L) Stock Posters 

% C) Backgrounds CL] Display Racks L] Price Cards and Tickets [J Store Designing 

4 (] Background Coverings [J Dividers—Show 1 Price Ticket Holders CL) Store Fronts 

% (1 Books on Cardwriting Window C) Reflectors C) Time Switches 

3 [] Books on Display C) Drawing Boards LC] Screens (Background) [J Valances 

% ] Books on Draping CL) Fabrics:and Trimmings ([] Shoes—Window [) Wall Board 

3 © Booths and Floats C] Fixtures [) Show Card Schools LC) Wax Forms and Figures 
% C] Brushes and Pens (1) Flags and Banners [] Show Card Service L] Wickerware Specialties 
2 C] Cabinets—Revolving ‘O Hammers—Window CL] Show Card Supplies 1) Window Drapes 

% CL) Card & Mat Board (J Lamp Coloring 1) Show Cases (1) Window Lighting 

2 C] Card Writers’ Materials (J Lightingand Equipment ([) Show Case Lighting L) Window Shades ‘ 
3 [] Cash Carriers (] Pageants and Exhibits (J Signs and Card Holders [] Window Trimming 

% (J Chairs and Seats () Papier Mache (1) Signs—Brass and Schools 

CJ Color Lighting Specialties Bronze 1) Wood Carvings 


LL) DO YOU WISH A COPY OF THEIR CATALOG? 
(1 DO YOU PLAN TO REMODEL YOUR STORE SOON? [| DO YOU PLAN TO BUILD A STORE SOON? » 
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Fashion Show Deluxe in Small City 


Elaborate stage setting provided even though simplest methods were 
necessary in displayman’s construction work 


By V. F. McCOLLOM 


Display Mgr., The Fahy Store, Rome, Georgia 


TAGING a fashion show in a small city is quite 
an event. The people of a small city are not 
nearly as much interested in such events as 
those of the larger cities, but when they are 
forcibly impressed with the idea that the 
fashion event will be produced on a scale comparing favor- 
ably with the larger city, and they observe the tremendous 
amount of preparation being made for it. they become in- 





tensely interested. 

We staged such a fashion show October 10 in Rome, 
a quiet little Southern city of 15,000 population. The local 
post of the American Legion needed funds to help defray 
the expenses of the state convention to be held here next 
June. At all of our meetings suggestions were asked for. 
I thought hard and my display brain began to pump ideas. 
I looked over my file of copies of the DISPLAY WORLD. 
The Fashion Show idea popped up. Why not stage a co- 
operative fashion show, charging each merchant an entrance 
fee to pay for the advertising and stage settings? The 
admissions would then prove a clear profit for the post. 
I suggested the idea, the first of its kind ever attempted 
here, and explained it in detail. 


We began to sound out the merchants. Some of them 
grasped the idea immediately. Others required a second 
call to get them to sign up. At last the list was completed 
and we set the date well ahead. The settings were, of 
course, left up to me. I looked around for an assistant. 
The flower shop proprietor, being a legion member, was 
selected. We got our heads together and planned. He 
had worlds of potted ferns, growing flowers, smilax, and 
other natural decoratives on his farm. I began to draw 
my plans carefully, as our funds were limited. I had a 
fountain made of galvanized tin. This was piped up and 
connected. I tinted it with bronze paint, green spattered 
in orange, using a “fly-killer” hand pump as an air brush, 


for I didn’t have a real air brush handy. It worked fine. 
Then I constructed the arch, as shown in the illustration, 
out of common wall board and painted it solid white in 
cold water paint. This I edged in deep orange color. The 
side panels were made of lattice and backed with orange 
crepe paper. It looked like the real thing, even at short 
distance. 

The main back curtain “drop” was black cambric to 
make the stage setting stand out in relief. A lattice fence 
was built on each side of the archway and also painted 
white. The arch was placed on a platform. The back 
drop was split and cut out at the entrance. In back of 
this opening I placed a movie screen. A round black plaque 
was placed in the center of the silver sheet. In front of 
this I constructed a pedestal, upon which I placed a large 
urn, filling it with beautiful flowers and throwing an orange 
spotlight on it. Unbleached domestic covered the platform 
and garden walkways. The fountain was surrounded with 
ferns and other potted foliage. _Moss hid the flower pots. 
A few rocks were used also, and these I tinted with my 
improved “air brush.” 


At the ends of the stage I constructed lattice doorways, 
stonewall effect, four feet high. Smilax was used in the 
lattice work, and from the regular foliage drops I fastened 
plenty of smilax. Coming from the archway and circling 
the fountain, I created a walk effect. It extended across 
the stage near the front and out each side entrance. The 
walkway effect was also extended out over the sides of the 
orchestra pit and seats in the main auditorium. Stone 
benches were used effectively on each side of the garden. 
For grass I used pine needles and it could not be detected 
from the real. To hold this grass in place and keep it off 
the walkways, I took thin strips, two inches wide, and 
fastened them to the floor on their edges. These were 

(Continued on page 51) 





Fashion Show Setting by V. F. McCollom on Theatre Stage at Rome, Georgia 
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UTAWL 


Cuts Decorative 
Designs for 
Display Purposes 


The illustration shows an attrac- 

tive display window arranged by 

the Killian Company, of Cedar 

Rapids, Iowa. Practically all 

the decorations were cut out 
with the CuTAwLt. 








NATIONAL CUTAWL indispensable in cut- even on the most intricate designs. New uses 

ting ornamental and decorative panels, are being constantly found for the CuTawL by 

backgrounds, signs and artificial flowers our customers. Write today for illustrated book- 
out of wallboard, cardboard, paper or cloth. Pro- let presenting complete information and descrip- 
duces elaborate window and store displays tions, with suggestions for use. 


The International Register Co. 


13 SOUTH THROOP STREET — — CHICAGO 


[) extern co are finding the INTER- quickly and at small cost. Simple to operate, 


























DISPLAY MANAGERS the world over have INSTANTLY RECOGNIZED unusual merit 

in our lines. Numerous repeat ORDERS clinch the argument. 
Cards remain straight and erect and pleasing to the eye. Indefinite service, as they last forever. Will hold rigid any 
card from the size of a price ticket to the size of your window. Our largest holder, No. 8 HWV, may be used to 
display goods attached to heavy cards, beaver board, etc. 

No. 1 holds cards 22x 28” and two smaller cards; No. 2 holds cards 14x22” and one small price ticket; No. 3 
holds cards 10x10” and No. 4 holds price tickets. The double or triple card idea enables one to effect a great saving 
by using the Special Sale sign separate from the price, changing the price as often as necessary without disturbing 
the large sign. The saving in cardboard alone will many times overcome the cost of the holders. AUTOCRAT line 
is covered with plush or velour—massive, impressive, in colors to match the window trim. SEL-EZY line made of 
enameled cold-rolled steel. LIVE-WIRE SALESMEN WANTED. 


Take Advantage Now of Our SPECIAL INTRODUCTORY OFFERS. 


=e oe I 


Upper Row mm AUTOCRAT LINE—Lower Row the SEL-EZY Line. 
SPECIAL INTRODUCTORY OFFERS ~— 






Mia, t~Dine ench; weer rorw, GTR WH Bill iciiacetincntscinentnnesdagn cee binemsuindendaassned $7.35, postpaid 
Ne. Z—One each, lower row, $3.55 value, for.._...---.--.-_...--- 2-255 nnn nn nnn sn nwo sewn ss $2.70, postpaid 
Wa: 3 Includes offers: Nas: I and 2 SR SOUr waite, Nei ee i eh ee $9.00, prepaid 





FIXTURE SALES CO., D., CHARLOTTE, N. C. 


Enclosed find Money Order for $-...--..-.-.....-.., for which send Special Introductory Assortment, No---------- 
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Richness, Allurement and Artistry Shown 


In a Series of Remarkable Window Displays 




















The Above Six Window Displays Represent the Highest Type of Artistry and Attractiveness, and Could Not Fail 


to Arrest the Attention of the Public Passing By. 


the 


These Displays Were Installed Recently in the Windows of 


Baer & Fuller Store in St. Louis, Missouri, Under the Direction of that Well-Known Display Artist, 


Tarrasch. 


Stix, 


H. H, 


These Windows Are But Samples of the High Type of Display Work Being Accomplished by 


ee 


*. Tarrasch and His Efficient Department. 
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Shoe Displays in Department Stores 


Are found more difficult to trim properly than the 
windows built for purpose 


By G. A. RILEY 
Display Manager, The Bon Marche, Sacramento, Calif. 


HOE WINDOWS. Yes, they are a little more difficult 

when away from the window actually designed for 
shoe displays. I believe to obtain results from a shoe 
window the shoes must be as near the observer as pos- 
sible without making your display front heavy, as if it 
were sliding into the glass. Choosing this style I found it 
necessary to create a weighty setting in order to fill in the 
air space behind the shoes. 

The entire setting was of gold and black combination. 
The floor panel a paved strip of black and gold squares. 
A four-foot plaque covered with black satin and trimmed 
with gold metallic rope and tassels served as a background. 
A pair of unusual floor lamps in the design of a potted 
plant, about four feet high, were used to broaden the 
background. ‘They somewhat resembled a lily and were 
painted gold with an occasional breath of dead _ black. 
They were set in a black jar and in the top of each was 
planted a flame-colored light. 

The immediate center group was composd of gold and 
silver evening pumps. A black satin drape bearing a pair 





Shoe Display by G. A. Riley for Bon Marche, 
Sacramento, Calif. 


of each, with a unit of evening accessories, such as a 
jeweled bag, combs, buckles, etc. This unit was spotlighted, 
which gave it a glittering appearance and served as an 
eye-catcher to the passerby. Both end groups were of black 
shoes. One composed of patent leather and the opposite 
of satins. . The two intermediate groups were tan shoes, 
one containing sport shoes and the other street wear. 
Each unit of shoes possessed a string of amber beads and 
an occasional bright flower. 

With every pair of shoes was used a pair of hose. 
Nothing can bring out the effect of the popular cut-out 
front shoes of today than a pair of light shade hose. Why 
not use hose in your shoes if you carry a line sufficient 
to cover a display? It merely suggests the proper hose 
to be worn with the shoe and increases your hosiery sales. 

The price tickets were of gold mat board, one inch 
wide and two inches long, with black numerals. These 
price tickets could easily be read from any part of the 
display. Not a large bright ticket that could be seen acoss 
the street, but hardly noticeable twenty feet away. Do 
you think a large price ticket with a pretty flower in one 
corner adds beauty or richness to the appearance of a 
quality shoe? Personally, I think it brings it down to the 
“one-price shoe” in appearance. 

This display covered a space sixteen feet long and seven 
feet deep, thirty-two pairs of shoes being used. 
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SEND for 
SCHACK’S 

NEW CHRISTMAS 
FLOWER BOOK! 


Nothing contributes more to the success 
of the Display Manager than new and 
original decorative ideas. Schack’s New 
Christmas Flower Book, printed in four 
colors, illustrates hundreds of decorative 
suggestions that will prove an inspira- 
tion to every display man; and, best of 
all, this “Wonder Book” is 


FREE for the Asking 


SEND FOR YOUR COPY TODAY 





Xmas Wreath and Santa Claus 


This wreath is unusually attractive in design, and 
the jolly, smiling face of “Old Santa” has a power- 
ful attention-getting and_ sales-pulling 

appeal. Diameter, 24 inches. Size over $ Was 
all, 36 inches. No. 6166, each________- 


Send for Schack’s New Christmas 
Flower Book Now! 


SCHACK 
ARTIFICIAL FLOWER CO. 


Loop Satesroom Factory 


63 E. Adams St. CHICAGO 134.149 No. Robey St. 
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Squibb Sales Boom Through Displays 


Increases are reported by dealers using the famous danger signal 
windows run as high as six hundred per cent 


By W. C. KIRBY 
Chief Trade Service Dept., E. R. Squbb & Sons, New York 


NE hundred per cent showing of window 
display material is not attained so easily 
these days. There must be some special 
effort put forth to attain it, and the House 

of Squibb has found that if dealers are thoroughly 
apprised of the display material sent them, and atten- 
tion called to its importance, in some manner that is 
certain not to escape them, they will willingly respond 
with a window. We attained one hundred per cent 
showing of displays during “Squibb Week,” October 
4th to 11th. We attribute must of this success to the 
method of handling the displays, but most of all to the 
display itself. 

This display might be termed “The Danger Signal 
Window.” It was probably observed by readers of 
The DISPLAY WORLD throughout the country. The 
centerpiece consisted of a medicine cabinet, as if it 
were mounted on the wall of the bathroom. Looking 
up at the cabinet were the figures of the man and wife. 
To the right of the cabinet, almost parallel with its top 
was a circular red light. This could be attached to a 
flasher, so the warning signal would flash on and off. 
The real feature of the entire display, however, depart- 











peach HP? purchase. *\) * ah ‘ Ble. : 


ing greatly from the average pharmaceutical displays, 


was that the medicine cabinet was filled with the actual 
merchandise. The product was right before the eyes 
of the public! 

Besides the display, the dealers also received a quan- 
tity of Squibb Service Packages. As this display was 
used for a specific campaign, and as they were obliged 
to use it if they were to move the merchandise they 
bought for Squibb Week and distribute the Service 
Packages, we can safely say, even without investiga- 
tion that we received 100 per cent showing in the retail 
drug stores throughout the country. 

More than 10,000 of these displays were sent out 
and the last few days before Squibb Week we found 
our stock exhausted and we were forced to make up 
make-shift displays to meet the demand. From reports 
received from our salesmen and retail stores, it showed 
this to be one of the strongest pieces of display ma- 
terial we ever produced. It was more than just a pretty 
picture. It brought home to the consumer, in bright 
colored and graphic form, the story we have been con- 
centrating on during the year in our national advertis- 
ing, that is, the importance of keeping the home medi- 





Squibb “Danger Signal Display in the Pharmacy of M. M. Titman, Atlantic City, N. J. 
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JUST OFF THE PRESS 








by Manuel Rosenberg 


A COMPLETE ILLUSTRATED MANUAL 
FOR ART STUDENTS, CARTOONISTS, 
COMMERCIAL ARTISTS, FASHION 
ARTISTS & ILLUSTRATORS 


seen this work in preparation declare it the 
biggest winner yet produced. 


HE ambitious art student in what- 
ever line will find in this new work 


© a world of practical information. 


Mr. Rosenberg’s famous Course in News- 


The finished artist will relish it as a valuable 
reference work and a self-starter for original 
ideas. 


It covers not only the fundamentals of art 
work. but it embodies the more important 
“tricks of the trade” as are essential to fit 
one for actual money earning practice in 
drawing and illustrating. Artists who have 


paper Art is internationally known. This 
new work on the press is a complete revision. 
elaboration and extension of his former suc- 
cessful work. with many added chapters and 
new lessons and illustrations. covering every 
branch of the broad subject of profitable art 
in a most thorough, complete and practical 
manner. , 





Order Your Copy Now 
Cloth Bound—236 Pages—86 Lessons—More than 225 Illustrations 


$5.00 the copy, Postpaid 


Or you can get a copy of the book and a year’s subscription to 
The DISPLAY WORLD for $6.00 


The DISPLAY WORLD, CINCINNATI, OHIO 


— —_———_J_— St Ft tt | | ST 


ORDER BLANK ' ORDER BLANK 


| The DISPLAY WORLD, Cincinnati, Ohio. | The DISPLAY WORLD, Cincinnati, Ohio. 


Enclosed find $6.00 for which send me The DISPLAY Enclosed find $5.00 for which send copy of Practical 
Art, postpaid. 
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Beautify your 
window display 


WITH 


Sun-Ray Floodlights 
(Model 50) 


COMPELS 
ATTENTION! 


The center-spot 
beam of the MODEL 
50 SUN-RAY will 
draw attention to 
your window dis- 
play and bring into 
prominence such ar- 
ticles as you may de- 
sire. 


A NON-BREAKABLE UNIT, made en- 
tirely of metal; WILL NOT BREAK, crack 


peel, or rust. 


Equipped with UNIVERSAL ARM so 
that light can be directed where wanted. 


MOST SIMPLE and EFFICIENT 
COLOR-FRAME on the market. Easy and 
quick to insert new color film. 


FINISH—Inside, highly polished by our 
own special process, guaranteed to retain 
its remarkable reflective power. 


SUPERIOR TO ANY OTHER SURFACE, 
NOTHING TO BREAK, CRACK OR 
PEEL 


Outside—Japanned a pleasing tone of 
green, baked on at high temperature—will 
not peel. 


PRICE COMPLETE, including five feet 
of wiring and plug ready for use, and color- 
unit with five color films, $15.00; without 
color-unit, $12.50. 


USED BY SUCCESSFUL MER- 
CHANDISERS EVERYWHERE 


SUN-RAY 
Lighting Products, Inc. 


DEPT. W 
119 Lafayette St., New York, N. Y. 
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cine cabinet well stocked for emergencies—with prod- 
ucts the physician would approve of. Although the 
display was designed for Squibb Week, there was no 
mention of Squibb Week on the centerpiece itself. 
This was intentionally planned so that the dealer could 
use it as a general medicine cabinet display after Squibb 
Week was over. Side pieces were included with the 
display, calling attention to Squibb Week and the free 
offer. 

It is far better, we believe, to have several outstand- 
ing displays during the year, tieing them up effectively 
with some real merchandising campaign that will put 
them over in a tremendous way. With this in mind, | 
cannot resist the temptation to mention what we believe 
to be the strongest and most unique display ever shown 
in the retail drug store. It can scarcely be described-in 
words, but it is known by us as a stereoscopic Dental 
Cream display. Stores are reporting that it sells more 
cream than any six displays we ever supplied. In- 
creases in sales of Squibb’s Dental Cream during the 
showing, are reported to vary from 50 per cent to as 
high as 600 per cent! ; 

It may be of interest to reproduce the letter we 
sent out to the dealer in advance of the coming of this 
display, which has been booked by the salesman. This 
letter follows: 


“ATTENTION, STORE MANAGER!” 


“Dear Sir: 

“We are sending you by parcel post one of the new 
Squibb stereoscopic Dental Cream window displays, which 
our representatives promised you. 

“This is not the usual type of window display! 

“Druggists who have used it in New York describe it 
as the most unique and most compelling display they ever 
used. Results from window displays are generally difficult 
to trace, but when this display is placed in a window COR- 
RECTLY you can actually see it work through its effect 
on your Dental Cream stock. We give you fair warning— 
be prepared to have enough Squibb’s Dental Cream on 
hand to take care of at least a 50 per cent. increase in 
the demand for this product while the display is shown. 

“A complete and concise instruction sheet is pasted on 
the back of each display, and unless this is read carefully 
and the instructions followed explicitly, you risk installing 
the display incorrectly and thereby losing its. value entirely. 

“With each display is sent: (1) a three-panel center- 
piece; (2) a counter cut-out; (3) one window poster; 
(4) one window strin of colored glasses; (5) 200 booklets 
profusely illustrated stereoscopically and a pair of colored 
glasses. 

“The booklet is the most valuable piece of the display. 
It is this that will bring the passerby into your store and 
give you an opportunity to make a sale of Dental Cream. 
Therefore, the distribution of the booklet should be made 
with discretion. We suggest that you limit it to adults 
only, for if they are given our promiscuously to school chil- 
dren your supply will not only be exhausted quickly, but 
you are losing the opportunity of turning a curious inquiry 
into a sale. 

“We would appreciate very much a few words from you 
on the results this display produced after it has been 
shown, as we are very anxious to know the effectiveness 
of material of this character, so that our display plans for 
the future can be formulated to give our customers the 
finest and strongest displays it is possible to produce.” 





WELL-KNOWN DISPLAYMAN RESIGNS POST 

W. Z. Coy, well-known display manager of the W. H. 
Roland Company, of Springfield and Bloomington, IIl., has 
resigned his position. He,has not yet announced his plans 
for the future. 
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Chicago Monthly Display Review 


Variety of displays giving most attention to evening 
wear in State Street windows 


By J. DUNCAN WILLIAMS 
Chicago Correspondent, The DISPLAY WORLD 


IVE of the State Street windows of Marshall 

Field & Company are devoted to the display 

of evening gowns and wraps, also drapes of 

fabrics suggestive of appropriate costumes for 

the opera. Each of the two corner windows 
at Washington and 2t Randolph Street display elaborate 
evening apparel for women. Opera glasses are shown 
more or less conspicuously. The corner window at Wash- 
ington and State shows five wax figures wearing gorgeous 
evening gowns, while the corner window at Randolph dis- 
plays four figures in opera cloaks of silk velvet with 
heavy trimmings of black furs. The colors in this win- 
dow are as follows: Henna, dark green, red, and one tan 
and gold combination. 

Another State Street window shows two figures wear- 
ing misses’ dresses for evening wear. One is a white 
brocade silk velvet gown with a band of white fur, four 
inches deep at the hem. The other is of a pale blue hue 
in filmy chiffon, trimmed with pale blue Marabeau and 
with a pink silk rose at the side and at the back. A very 
attractive pair! The two fabric windows suggesting 
evening costumes are very beautiful. The adjoining win- 
dow is slightly different in arrangement, comprising but 
two drapes on stands and both near the center of the 
large window. This display is carried out in tones of 
yellow chiffon, silk-shaded from lemon to orange—and 
overdrapes of cream lace with rhinestone ornamentation 
on the lace. An ostrich feather caught up with a bit of 
yellow ribbon completes the drape. 

Three other windows between these two and the cor- 
ner window at Washington Street show two wax figures 
in each. The figures are well posed, and, needless to 
state, that the dresses are shown to the best possible 
advantage. Each window displays a certain fabric. and 
each of the two figures in the window show a different 
style or color, or both, of the fabric displayed. 

The Fair Company are getting good use of their caen 
stone backgrounds with polychrome framework and cor- 
nice decorations, which were installed over a year ago. 
At the fall opening last month, a new light-brown silk 
velour curtain was substituted for the panel in the center 
of each of the windows with very good effect. That is 
the background of these good-looking windows at the 
present time. 

The outstanding display at the present time in the 
State Street stretch of windows is that of a shoe display. 
“Shoes From Every Quarter of the Globe” is the way the 
card*reads in the window—and the display bears out the 
truth of this statement. In the center of the background 
an elaborately embroidered Chinese or Japanese banner is 
hung. In the center of the window, just in front of the 
banner, are two pieces of Chinese and Japanese lacquered 
furniture, consisting of a table and a cabinet upon which 
are placed two vases. A Chinese lamp contributes its part 
to the decorative setting. Down in front of this setting 
is a display of different kinds of women’s shoes from 
various countries of the world, each pair of which has a 
small black card léttered in white stating where the shoes 
came from and other especially interesting information. 
At each end of the window was a substantial unit trim 





(Continued on page 64) 











HANDKERCHIEF 


For Counter, Showcase or 


Dress up your Handkerchief De- 
partment and watch your holiday 





SHOWERS 


Window Display 


sales grow. 


“Every Type of Display Fixture Known” 


New Catalogues Just Off the Press 


No. 
No. 
No. 
No. 
No. 
No. 
No. 
No. 


32. Display Forms 

33. Metal Display Fixtures. 

34. Hosiery and Gloves 

35. Clothing and Haberdashery 
36. Racks, Slides and Hangers 
37. Jewelry and Leather Goods 
50. Period Wood Fixtures 

51. Shoe Fixtures 


Will be sent upon request. 
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OUR PLATFORM 
1. The Development of the Art of Mercantile Display. 
2. More Intimate Co-operation of Manufacturer and Merchant. 
3. The Encouragement and Advancement of the Independent Display Service Idea. 
4. An Ideal Practical and Helpful Personal Service to the Display Profession and its Industry. 
5. Appreciation of Display by Merchants as the Most Powerful Factor in the Business of Selling. 
6. To Maintain the Independence of Its Editorial Columns so That It May Always Discuss Without Fear, 
Bias or Jealousy Every Activity in the Display Field and Serve Best All Interests. 
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I. A. D. M. Profit Nearly six thousand dollars profit 
Should Go to is reported from the annual con- 
Real Objectve vention of the International As- 

sociation of Display Men, held 
in June of this year, at Buffalo, N. Y. And that 
means net profit! Never before in the history of 
the association has so large a net profit been shown 
from any of its conventions. If there was much 
of a profit there were always bills or indebtedness 
that absorbed it. But this year, so Treasurer Harry 
Hoile, of Oklahoma City, reports, there has been 
turned over to him, in actual cash, $5,490, this 
amount having been sent him by Clement Kieffer, 
Jr., who was the 1924 convention chairman. Ac- 
counts outstanding, which are collectable, it is be- 
lieved, will raise this amount to six thousand dol- 
lars. 

The DISPLAY WORLD asked Treasurer Hoile 
the disposition of this fund, and he replied that for 
the present it has been placed in a savings account 
in order to reap the benefit of the four per cent. 
interest as far as possible. Certainly it is a great 
tribute to rest upon the shoulders of such a con- 
scientious, earnest displayman as Clement Kieffer 
to have brought about, with the assistance of an 
efficient, well-functioning convention committee, 
such a successful convention, one in which an actual 
profit of some size was shown. 

With such a splendid showing having been made, 
it would be very sad to see this account dissipated 
to causes that would not bring further commenda- 
tion and praise for the I. A. D. M. There was much 
discussion at the Buffalo convention regarding the 
work of the association and how it was believed 
it should function beyond the holding of an annual 
convention. It was held that the members should 
receive some direct benefit during the year. Now 


that a profit of reasonable size has been shown, The 
DISPLAY WORLD suggests that the I. A. D. M. 
officers could do nothing wiser, nothing more bene- 
ficial than to devote this fund to educational work. 
The average displayman who belongs to the asso- 
ciation would gain much good out of a series of 
demonstrations, a series of instructive addresses 
and papers on the various phases of the display- 
man’s work. In fact, the displayman who cannot 
get away to attend the conventions, and the one 
who is not yet a member of the association, are the 
ones the I. A. D. M. should reach with this educa- 
tional work. The same instructive material that is 
gleaned by the displayman who attends the annual 
conventions should be extended throughout the year 
to the members. 

There should be a speakers’ bureau which would 
supply speakers for meetings of displaymen and 
other gatherings where window display is to be dis- 
cussed. There should be a bulletin service and 
other benefits prescribed for the members that can 
easily be accomplished out of the fund, rather than, 
to let it remain drawing interest throughout the 
year, only to be expended on another succeeding 
convention. The biggest interest the fund can draw 
is the interest of the members and supporters of 
the association, and that can be made possible 
through the proper handling of it. 





Windows Sell To the skeptical person who does 
Merchandise in not believe that window display 
Great Volumes advertising sells merchandise from 

the retail store in great volumes, a 
glance at the entries being received by The DIS- 
PLAY WORLD in the Merchandising Window Dis- 
play Contest, which closes December 15 of this 
vear, is extremely interesting. 
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Window displays that have sold shirts by the 
thousands, neckties in similar quantities, curtain 
goods by the thousands of yards, drugs and toilet 
preparations by the thousands of jars or cans, elec- 
tric fans, refrigerators, skates, shoes, safety razors, 
fountain pens and other articles in almost unbe- 
lievable quantities, have been entered in this con- 
test. Some of these displays sold a stated quantity 
of advertised merchandise in a single day; others 
sold a quantity in two days’ time, and the volume, 
per day, when computed is even more startling than 
the window display which is entered in the com- 
petition on the basis of a single day’s business. 

Sales of the merchandise in most instances were 
directly traceable to the window, and each entry is 
accompanied by the sworn statement of the mer- 
chandise manager or some official of the stores, in 
regard to the actual amount of sales. The winning 
displays, which will be awarded the two silver 
trophy cups by The DISPLAY WORLD, will be 
the displays that actually sold the most merchan- 
dise, proportionately in any given period between 
January 1, 1924, and December 15 of the same year, 
and the amount in dollars and cents will not enter 
into the final judging. The prizes will be awarded 
on the basis of the actual amount of merchandise 
sold through the display, regardless of the selling, 
price, this being computed on a proportionate basis. 
But the contest does prove one thing—window dis- 
plays sell merchandise in great volumes. 





This issue of The DISPLAY 
WORLD gives evidence of the 
rapid advance of window displays 
in a number of the smaller cities 
of the country. In one instance a fashion show 
was staged by the merchants of a city of 15,000 
population, that from a standpoint of setting and 
interest rivalled many of those participated in by 
the merchants of the larger cities of the country 
this year. More cities from 5,000 to 50,000 in popu- 
lation held community fall openings this year than 
ever before. The retail merchant is enthused over 
the value of window display in the smaller city to 
an extent that was, a few years ago, not believed 
It is only a forerunner of what may be 


Displays Show 
Rapid Advance 
in Small Cities 


possible. 
expected. 

With the rapid advance of window display as. 
an advertising medium, the small-town merchant 
is benefited equally as much as the larger city 
retailer. If he will only grasp the opportunity to 
become acquainted with the merchandising and dis- 
play methods of the larger city dealer, he will often 
find that the same methods can be applied, in a 
smaller way, to his home town. That has been 
proven in the matter of the Spring and Fall Com- 
munity openings, and it will prove equally effective 
in other channels. In fact, with the progress already 
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noted, the small city dealer is bound for a goal that 
will make his larger city brother-in-trade watch 
him closely, else he pass the objective of the bigger 
town merchant. 





The field of interior display is 
growing more important and de- 
partment stores are giving more 
attention to the work of decor- 
ating the interiors, so they will be in keeping with 
the window displays of their institutions. If a 
store has exceptionally high-class window displays, 
it follows as a matter of course, in the minds of the 
the public that the interior of the establishment 
is just as artistic. The store may have the finest 
fixtures obtainable, but the decorative atmosphere 
of the store may not be artistic and inviting. Extra 
effort should be given when special events are in 
progress, if no other phase of interior display is fol- 
lowed. Patrons will anticipate it, and should not 
be disappointed. It will mean added sales, because 
the atmosphere and surroundings will be conducive 
to the interest of the customer. 

Lord & Taylor, a store long noted for its highly 
aritstic, and strong merchandising window displays, 
has just announced the appointment of an interior 
display manager. He will have complete supervi- 
sion and control of the store’s interior displays, and 
the person who first observes the attractive win- 
dows of this famous establishment and then enters 
the store, will find the same attractive surroundings 
appealing to him inside. The choosing of such an 
artist as Mr. Paul Watson Hornung to direct this 
work is an indication that others of the foremost 
retail establishments will fall in line. 

The DISPLAY WORLD feels and predicts that 
interior display is to become an important factor 
in every store’s progress, and it will probably not 
be long until a great many mercantile establish- 
ments keeping pace with progress, will establish 
interior display departments, in addition to their 
window display divisions. 


Interior Display 
Field Is Growing 
More Important 





PUBLISH NEW MANUAL OF WINDOW DISPLAYS 

Belding Brothers & Company have put out a manual 
of window displays which they are distributing from their 
branch offices on request of buyers with whom they do 
business. The booklet, planned for the display manager 
and the buyer, carries, in addition to photographs of prac- 
tical window displays, designed by experts, directions for 
preparing the backgrounds, fixtures and drapes contained 
in them. i 





MERCHANTS PARTICIPATE IN DISPLAY CONTEST 

Seward & Company, with a window display of clothing 
and furnishings won first prize of $25 and the blue ribbon 
in the fall window display contest conducted by the mer- 
chants of Columbus, Ind. Hoover Brothers, furniture store, 
won second prize, the White House, with a display of 
Real Silk hosiery, winning third award. 
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With the New York Displaymen 


Toy sections of department stores are opened in readiness for the 
Christmas season—Many unusual displays reported 


By WILLARD D. HART 
New York Correspondent, The Display World 


HRISTMAS, the time that makes the hearts 

of the kiddies jump pitter-patter and makes 

them go sleepless for several nights in ad- 

vance, has begun to make its appearance in 

the local department stores and _ specialty 
shops. As early as the first of November, Lord & Taylor 
opened their enlarged toy section. A toy section of splen- 
dor, where everything possible has been done to add to 
the excitement of the youngsters and play havoc with the 
pocketbooks of the older folks. Not that the older folks 
mind, not at all; it is the season of gift-giving, when a 
dollar more or less seems to have little effect on the re- 
action of the parents or guardians. 

By the 15th of November all store toy sections were 
open. Each had a different type of appeal to the young 
folks, and each seem to have been given months of 
thought in preparation for the busy season. This depart- 
ment is beautiful and consistent in appearance. All of 
the tops of the columns are decorated with a green awn- 
ing with a red border. Pictures cover the posts them- 
selves. All of the counters are uniform in appearance and 
have been given a different type of toy. One has a small 
village and railroad built on it to illustrate the use of 
electric trains. Another has tank to show how the boats 
operate, another a circular track to demonstrate racing 
mechanical toys, etc. This store was also the first to 
show a toy display. Three of the main Fifth Avenue win- 
dows were turned over to toys for the opening. A corner 
window was very attractive. Through the use of a drop 
curtain of silver with red pinacles running down from the 
top an eye-catching background was created. On a low 
platform in the center of the window a dolls’ house stood, 
all carried out in sparkling silver effect. 

I. C. Eldridge, the display manager of R. H. Macy & 
Company, Inc., made a very good use of a number of 
eccentric looking dolls that he purchased while on his trip 
to Europe. These dolls he had made to represent the vari- 
ous opera stars. When the opera season opened in New 
York the latter part of October, Mr. Eldridge was ready 
for it. In one of three windows on the south side of the 
entrance on Broadway he had evening clothes for women 
that are appropriate for the opera. In the center window 
he had these ten dolls all representing opera stars, such 
as Madame Butterfly, Juliet, etc., arranged in a pretty 
setting. Some were on the floor, others on a low plat- 
form. The background consisted of drops of new fall 
fabrics in blending colors. The window on the other side 
was devoted to men’s evening clothes. The window with 
the dolls attracted much attention. 

George Rooney, of Abraham & Straus, Inc., Brooklyn, 
drew a great deal of attention to his display of camel hair 
slippers. He had an Egyptian display picturing a part 
of the pyramid country. Three beaver board pyramids 
ran in line across the rear of the window. The floor was 
all covered with sand and a caravan of small camels were 
trudging across the desert past the pyramids. The camels 
were accompanied by a number of natives, all dressed in 
regal native costume. The backs of the camels were 
loaded down with bundles of the slippers. A case to one 





side was one of those that were delivered to the store 
from Egypt. 

Those who liked a display of staple design, conservative 
and dependable, were interested in a display of lingerie 
that was shown by Arnold Constable & Company. The 
garments were of pale pink silk. They were distributed 
in three general divisions. At the center, the largest group 
was placed. There was a night dress draped from a blouse 
form and four smaller garments on fixtures running from 
the back to the front. Another long garment on a blouse 
form mounted on a table at the right seemed to be suffi- 
cient to fill the right end of the space. A bottle of per- 
fume kept it company on the table. At the left, four gar- 
ments were grouped—one on the back of a chair, one 
hanging from the seat, the next on a hanger, and the 
fourth spread out in a fan-shape on the floor. Several 
bottles of perfume dotted the floor. 

To bring thoughts of furs vividly before the minds of 
people passing along West 34th Street, a window at James 
McCreery & Company made its most prominent unit an 
Alaskan sledge loaded with skins. The sledge and the 
skins were rather light in color and merged into the 
winter silk curtain, which took up the middle of the back- 
ground. In front of the white curtain and at the left were 
two fur coats of dark color, one brown and the other 
black. Both were on forms. Another coat of dark fur 
trimmed with lighter fur was thrown over the arm of a 
tapestry chair, and behind it stood a floor lamp. A coat 
of light-colored fur was displayed on a form placed at 
the right of the sledge. 

A large poster showing a woman dressed in a rich 
coat of fur trimmed with a collar and cuffs of lighter 
colors of fur stood at the front of the window at the ex- 
treme left. Except for the curtain of white, the back- 
ground consisted of the dark woodwork which extended 
over one side also. 

The recent international polo matches could hardly be 
said to have generated any great furore in the windows 
of New York stores. The game of polo does not enter 
so deeply into the lives of the mass of store patrons as 
the movies do, for instance. However, tribute was paid 
to that pastime in several interesting windows. <A good, 
straightforward display that paid its tribute to polo was 
one presented in a window at Franklin, Simon & Company. 

An interesting display of dresses at Lord & Taylor 
undertook to establish a similarity between the silhouette 
of the current fashion in dresses and that of 1750. The 
fashions of that somewhat distant period were to be seen 
in drawings mounted on cardboard, and the present-day 
favorites were represented by three dresses, black being 
the color selected the better to bring out the silhouettes. 

A type of display that achieved attractiveness without 
departing from the standard styles in window dressing 
presented sports wear in Franklin, Simon & Company. A 
checkered mep rug covered the greater part of the floor. 
At the back of the rug stood two floor lamps and be- 
tween them a wicker chair. At the left end of the rug a 
bunch of ferns spread from a large flower urn. Behind it 
stood a crystal ball of the kind put in gardens occasion- 
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ally for the purpose of radiating a glitter when not ob- 
scured by streaks of dust and rain water. 

The sweaters were blue, that on a form at the right 
coming down over a skirt of blue, black and white; the 
other coming next to a skirt of blue, white and orange. 
Another sweater was shown on a blouse form mounted 
on a wicker seat at the extreme left. The chair at the 
center was occupied by a scarf and some gloves and a hat 
with a scarf placed on a hat stand fell into line with the 
chair unit. 

Notice of the National Horse Show was taken in vary- 
ing degrees in the windows of the New York stores this 
week and last. The degrees ranged from nothing at all 
to displays that were quite pretentious and saturated with 
the Horse Show idea. Three conspicuous windows that 


represented different ways of paying tribute to the horse rie 

were very notable. They were shown at Franklin, Simon Window Cards 

oe James A. Hearn & Son and Saks, Fifth Complete Displays 
The window at Franklin, Simon & Company typified Striking 

the elaborately pictorial setting; the window at Saks, Fifth E 

Avenue, was thoroughly “horsey” in the character of the e Color Effects in 

merchandise displayed, but used no special scenery. The os “Poster cArt 


Hearn window, in which the units depicted took up the cen- 


shay : , M 
ter, showed the horse show colors in ribbons and in the a = alae 


™, 











plume fan of heroic size, but used only the poster to sug- : 5 
aites ‘ ' Full Information and Sampi: 
gest horses or clothes distinctly connected with the use r Upon Request 
of horses. ao 
The display at Franklin, Simon & Company used a ~ : 
7 : , 4 FAITHORN 
patch poster,” on which appeared a woman in black rid- : * 


COMPANY 


ing clothes on a black steed and another in black feeding 
500 Sherman Street, Chicago 








New Discovery for Display Field 


(Continued from page 11) 


tones prevailingly used during the great historical periods. 

Each of these is easily expressible with Textone, and the CENTRAL INSTITUTE 
use of the materal for these purposes will give artistic 
authenticity as well as hitherto unattained beauty to dis- “AT PENN STATION” 
play designs in which the question of period is a factor. 


Caenstone, travertine and Roman tile effects are being Window Dressing, 
used extensively as window backgrounds in some of the h jae 
largest merchandising institutions in the country. All of S OW Card Writing 
these are easily and inexpensively reproducible with Tex- 

and Fo&ter Art. 


tone. And incidentally the same company has just put on 








the market a Sheetrock tile board, a reproduction in large e One e 
units of the effect of glazed ceramic tile, which is an Praétical Individual InStruétion 
ideal material for building up displays of bathroom fur- by Experts. 


nishings and accessories, hardware and kitchen furniture 
and utensils. 

It is apparent, then, that the possibilities of using this 
wallboard and paint are not confined to any one kind of v PAPA PAPI IPP PLDI ILLS 
merchandise. Both of them are indefinitely flexible; com- 
bined, they form a medium capable of the whole range of 
display work, from the most elementary to the most 
sumptuous. Although they are comparatively new in the 
field, they have been accepted in a variety of noteworthy 
places. 


256-258 West 34th St., New York City 














FIRM PLANS TWENTY-FOUR HOUR SERVICE 
In order to supply a, greatly growing need from Chicago 
and the Middle West and the territory immediately sur- 
rounding it, the High Lustre Plush Company, of 209 South ; 
4 





OUR SPECIALTY 
Give us a description and lay out of your store front 


State Street, Chicago, Iil., announces that they will give, and the type of trade you cater to and we will design 
twenty-four hour delivery service in this vicinity. It has $ the proper valance for you, no charge for this service, 
long been felt that if cut lengths in various shades could also a complete stock of silk plush, write for price. : 


be supplied that the display profession throughout this Karl L. B. Roth, Manufacturer & Designer 
section would be appreciative of such a service. , FINDLAY, OHIO 
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Profits Promoters 


ATTRACTIVE BRIGHT WINDOWS 
TRIMMED WITH 


Hydol’s Plush 


RADIANT, RICH AND 
LUSTROUS COLORS 


24, 36, 50-inch widths 


Free samples on request. 


Headquarters for a Complete Line 
of Cotton Velour 


The Hydol Plush Company 


Established 1889 
36 East 21st St. New York, N. Y. 
Character Mdse. “HYDOL” 























No. 5140 Rolled Top Basket—15x22 inches, 
filled with Roses, Asparagus Ferns, etc., 
with bow, complete, $2.50 each ; per dozen, 
$25.00. 


Write today for our ILLUSTRATED 
CATALOGUE No. 5, in colors, of Artificial 
Flowers, Plants, Vines, etc., mailed FREE 
FOR THE ASKING. 


<1 


Frank Netschert, Inc. 
61 Barclay Street New York, N. Y. 
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Safety Window Portrays Story 


Prize winning display in contest proves of excep- 
tional value in a publicity way 


By FRANK BROWNSTEIN 
Display Manager, Goldstein & Moseson, Louisville, Ky. 


TORY windows are effective in civic events. This is in- 

variably true of national events in which there is gen- 
eral participation by cities of all sizes throughout the 
country. With this in mind, I recently prepared a window 
display for National Safety Week which won the first prize 
offered by the Louisville Safety Council during the annual 
convention of the National Safety Congress, which met in 
this city, September 29 to October 4, inclusive. 

This window was selected out of eighty-six entries by 
the judges as the best display for the illustration of show- 
ing the cause and result of carelessness and accidents. This 
being a men’s clothing store added a touch of uniqueness 
to the display also, as it was a departure from our regular 
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& ates 


Prize-Winning Safety Week Display by Frank 
Brownstein. 


style, and the crowds that viewed it gave evidence that 
its appeal was effective. The scene depicted death stalk- 
ing in the wake of a motorist, who would not stop at a 
grade crossing. 

While the photograph does not show every detail as 
clearly as possible, the figures under the machine were 
spattered with blood. The train was lighted and the only 
illumination other than this was a green light on the 
skeleton which depicted death, a blue light on the over- 
turned machine, with a white spotlight on the sign, “He 
Wouldn’t Wait,” which told the whole story. The train 
and scenery were cut out of composition board. The con- 
tinuation of the track extended to the window’s edge. 
Gravel and sand for the roadbed added to the realism. A 
black background and floor covering completed the win- 
dow. 

There is no more impressive method of conveying a 
story such as this to the public, in my mind, than through 
the display window. 





DISPLAYMEN SPEAK TO ADVERTISING CLUB 
Victor LaMoe, of the Chambers-Fisher Company, and 


~C. A. Rogers, of the Willson Company, both displaymen 


of Bozeman, Mont., returned to their homes from the con- 
vention of the Pacific Northwest Display Men’s Associa- 
tion at Spokane to address a meeting of the Bozeman 
Advertising Club. They emphasized the importance of win- 
dow display to other forms of advertising. The club de- 
cided to discuss show window lighting at its next meet- 
ing and will study various phases of display. 
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Punch In Small Town Opening 


(Continued from page 22) 


At the appointed hour the curtains were withdrawn and 
the fire department made a rapid and noisy tour of the 
main streets. Squawkers began to squawk, two bands hit 
up lively airs and the show was on. With the exception 
of a few shops every window was beautifully trimmed. 
The department stores and specialty shops displayed the 
newest in autumn apparel, the candy maker showed the 
latest in fudge, the butcher the latest in meat cuts and the 
new oysters, the hardware stores the last wrinkle in wheel- 
barrows, hod carriers, etc., the jewelers, the new gems 
to be worn with the new creations, and so on down the line. 

The spectators numbered thousands instead of hun- 
dreds as in former seasons, when a few merchants “trimmed 
up.” People came from towns and farms for miles, around 
to see Albany’s fall opening displays. Considering the 
short time in which the displaymen had to prepare their 
settings, the results were remarkable. Splendid lighting 
effects and live models in some of the large store windows 
made a big hit. Needless to say the merchants who par- 
ticipated were very much elated and promptly resolved to 
make it a semi-annual affair. They are already planning 
for a bigger day next spring. 

Albany’s two daily newspapers gave the merchants fine 
support and spread the news far and wide. The town is 
situated in the rich Wilamette Valley and is surrounded 
by enterprising towns. A beautiful highway leads to Port- 
land, eighty miles away, just an easy shopping trip these 
days. Competition being so keen, the Albany merchants 
are kept on their toes. They go to the eastern markets 
and pick the best and latest, offering their customers the 
same high-grade merchandise at the same time that the 
larger stores in Portland do—at the same prices, and in 
many instances lower. 

This first semi-annual opening certainly demonstrated 
the fact that co-operative efforts bring big results to the 
merchants of the smaller towns. 





SOAP DISPLAY MADE EFFECTIVE IN A GROCERY 
WINDOW 


The display of soaps manufactured by James S. Kirk 
& Company, of Chicago, as shown in the window of the 
Silver Grey Grocery, Detroit, Mich., pictured herewith, 


SILVER- GREY Quality GROCERIES: MEATS 











Display of Kirk Soaps in Silver Grey Grocery, Detroit 


shows how effective a soap display may be made in a 
grocery or food establishment, where so many women make 
their soap purchases. 
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Here are three books 
you ought to have 


“ARTISTIC ALPHABETS” 
For Show Cards and Signs 


Every standardized and modernized alphabet is described 

and illustrated. Training is also given in drawing, brush 
practice, decorative ornament, etc. 338 pages. 272 illus- 
trations. Price only $3.50. 


“ARTISTIC SHOW CARDS” 
How to Design and Make Them 
This volume gives training in the following important 
subjects—Pen Lettering, Brush Lettering, Show Card 
Designing, Show Card Color Schemes, Commercial Show 
Cards, etc. 309 pages. 254 illustrations—37 in color. A 
wonderful bargain at $3.50. 


“ARTISTIC SIGNS” 
“How to Design and Make Them 
Not simply a book, but a practical course in the making 
of commercial signs, sign designing, color in signs, 
painting and gilding, erection and sale of signs, etc. 
323 pages. 339 illustrations. Only $3.50. 


All three of these books were written and prepared by E. L. 
Koller, member American Federation of Art, and they are in 
many respects the newest and best books ever prepared for 
show card and sign men. Just mark and mail the coupon, 
enclose the necessary amount of money and we shall send you 
the book or books you want by return mail. Money back if 
not satisfied. 


INTERNATIONAL TEXTBOOK COMPANY 
Box 9307, Scranton, Penna. 
I am enclosing.$.........6. , for which send me the books I 
have checked below: 
. Artistic Alphabets, $3.50 
. Artistic Show Cards, $3.50 
. Artistic Signs, $3.50. 


Mie Secu ceuk cadde ty udedaywdeskadndai(eatcdaaas 











VALANCES 











Panels and Drape Shades 
Materials and Workmanship of dependable char- 
acter. Absolutely SUNFAST Appliques that will 

retain their color. Satisfaction guaranteed. 
Write for descriptive matter, Suggestiors and our Prices. 


NATIONAL DECORATIVE CO. 


Hudson & Federal Sts. Camden, New Jersey 




















TINT YOUR LAMPS WITH 


GLOCOLORS 


HAVE DULL FINISH AND DO NOT FADE 











alg a anage . GELATINE 
wh, ett, fe=anemee| SHEETS 
iteglo, Ename : ——- 

Softglo, ' Ivory Rose O} For reflectors 
iregio, e quai e 

Moongie, Bee Gi OC LOR? and spotlights 
yrtiegio, Green Cole cc nnmettlt ; ° 

a oat Bene: ae Size 18x21 
oldenglo, Go : 

Wickglo, Flame tesco Uanon arom $2. 50 

Sunsetglo, Orange _— ma ee 2 

Roseglo, Rose Pink §& Se per dozen 





Royalglo, Orchid 


ROSCO LABORATORIES 


131 THIRD PLACE, E. BROOKLYN, N. Y. 


























PLUSHES and VELOURS 


. FOR 
kL Window 

Tenor "Trinaming 
We especially solicit the 


Business of Display Fixture 
Houses and carefully fill same. 


Samples Sent on Request 


NATIONAL PLUSH CO. 


7 West 3rd Street New York City 




















BUY your Fabrics for Backgrounds, Drapes 

and Floorings from the house that has 

supplied the leading Theatres and Shows of America! 
HERE ARE A FEW SUGGESTIONS 

| Embossed Gold and Silver Duvetyn__Per yard_-__$1.00 





Plan Duvetyn, all Coloers........... Per yard_-. 60c 
Colored Silk Metallium_...._...____- Per yard___$2.50 
Gold and Silver Sparkling Emb’d 

RINWIOR > gcse eee Per yard___$4.50 
Gold and Silver Sparkling Emb’d 

DEVOID: oc oe ee ee Per yard___$3.50 


Full Line of Mettalines (all Colors)_.Per yard_-_ 60c 

Brocades, Tinsels of all kinds and Materials, 
Braids, Galoons, etc. Samples of these or special 
needs sent on request. 


DAZIANS’ Inc. 


142 West 44th Street New York City 

















DECALCOMANIA Transfers 


FOR WOOD, METAL, GLASS, COATED CLOTH, Erc. 








Special designs and trademarks 
made to order. Send copy for 
quotations. 
THE COMMERFORD CO. 


110 East 19th Street, New York 
Tel. Stuyvesant 3272 

















Progressive Studios 


201 W. 41st St.. New York City 
Phone Pennsylvania 7789 


SPECIAL CHRISTMAS DIS- 
PLAYS AND NOVELTIES 


All Kinds of Window Displays 
Theatrical Props. Papier Mache 
Mechanical Papier Mache Displays 

Moving Picture and Theatrical Work 
Advertising Novelty Floats 
Stage Furniture 








Scale Models Objects d’Art 
be ~~“ Specializing on Department Store 
Size Pret pated - Work and for National 
Price on Request Advertisers 
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DISPLAY WORLD 
SERVICE BUREAU 


An authoritative, completely equipped and _ functioning 
division of The DISPLAY WORLD organization for the 
solution of the window and store display problems of its 
readers and advertisers. 


CLYDE P. STEEN, Director 




















COLGATE & COMPANY 
NEW YORK 
Director, Display World Service Bureau: 

We would like to know if you have any information 
regarding the use of policemen in window display pieces. 
It is our impression that the policeman with his hand 
thrown up and with the copy “stop” has been used several 
times. Do you know of any particular products which 
have been advertised in that way? 

If this question is not feasible, please do not hesitate 
to tell us but if you can supply the information we shall 


appreciate it. 
COLGATE & COMPANY. 

We are familiar with the trade-mark or display piece 
referred to and it has been used quite generally by retail 
merchants and distributors of a number of products. In 
a national advertising way it was used most generally by 
the Hood Rubber Products Company, of Watertown, Mass. 
The cut-out of the policeman with hand raised was not 
only used in window display material, but in posters, road 
signs and other effects. 

There was another effective cut-out manufactured for 
the Westinghouse Corporation on motorcycle headlights, 
but this bore the idea of the motorcycle policeman. 


MAX H. RIESER COMPANY 
The Woman’s Store 
COLUMBUS, OHIO 
Director, Display World Service Bureau: 

In the event we are in need of a window trimmer for 
permanent or temporary work at any time to help us out 
for a week or so, can you supply one? 

Any information on this subject will be appreciated. 

THE MAX H. RIESER COMPANY, 
G. CURRAN, Advertising Dept. 


The Opportunity Exchange of The DISPLAY WORLD 
contains the advertisements of many displaymen seeking 
positions, and for temporary work such a man can be ob- 
tained in most cities through the service firms, who install 
displays for national advertisers and do free-lance work. 
We have many inquiries from displaymen for temporary 
or permanent work, and this bureau will gladly furnish 
names on request at any time. 





W. S. HILL COMPANY 
Advertising 
PITTSBURGH, PA. 
Director, Display World Service Bureau: 

We understand you can furnish us with a list and other 
information of firms who make a specialty of installing 
display windows. We would be glad to have this informa- 
tion, together with any other data that may help us present 
a service proposition to our clients. 

W. S. HILL COMPANY, 
Allen Fink, President. 
The files of this Service Bureau contain many names 


and addresses of service firms throughout the country who 
make a practice of installing displays for national adver- 
tisers. If any special section may be designated, the 
bureau will gladly supply names for this particular locality. 
As the complete list contains the names of more than 150 
firms ,it is almost impossible to send it out in entirety 
with any assurance of accuracy, as many of these firms 
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change addresses or locations frequently. There are a few 
firms that we can safely recommend as giving satisfactory 
service. 





THE FROSTILLA COMPANY 
ELMIRA, N. Y. 
Director, Display World Service Bureau: 

We send out our window displays through requisitions 
sent in by our salesmen and also if a dealer requests a 
window display we send it to him. In order to give the 
dealer a slight idea of what the display looks like we keep 
our salesmen supplied with a miniature of the large center 
panel of the five-piece display, for we feel in this way he 
can better visualize what the display looks like. Do you 
think this a good plan in obtaining increased usage of 


displays? 
THE FROSTILLA COMPANY, 
Guy S. Shoemaker. 
The plan is a splendid one and could even go further 


effectively. The dealer could be provided with these minia- 
ture displays in advance, and, judging by the one sub- 
mitted to this bureau, it would quickly draw his desire to 
see the larger completed display in his window. National 
advertisers could employ this system very effectively where 
displays are sent direct to dealers or ordered through sales- 
men. 





TRAUTMAN, BAILEY & BLAMPEY 
Lithographers - 
NEW YORK 
Director, Display World Service Bureau: 

I am interested to know what the average display man- 
ager and the average small store thinks of stock material 
of the character of cut-outs, backgrounds and display 
pieces made of cardboard, either hand decorated or litho- 
graphed, and whether there is any real demand for material 
of this kind; that is, providing it is designed and produced 
by the foremost displaymen of the country and is material 
that is effective and worth while using? 

Any first-hand information regarding this subject will 
be sincerely appreciated. 

TRAUTMAN, BAILEY & BLAMPEY, 
Kelsey Burr Gold, Advertising Mgr. 

Displaymen, as a rule, have had a tendency to dislike 
cardboard or lithographed cut-outs or window display ma- 
terial because it has not been produced up*to the high 
standard that is in keeping with the average department 
store or dealers’s window. However, they are always look- 
ing for something worthwhile and something that will fit 
in with the other surroundings of the window. This bu- 
reau ventures the opinion that there is a market for the 


proper kind of material along this line. 





NUNN, BUSH & WELDON SHOE COMPANY 
MILWAUKEE, WIS. 


Director, Display World Service Bureau: 

From time to time we have been thinking about a win- 
dow display contest and we are wondering whether you 
have any ideas along these lines. Some day we expect 
to launch a contest with our dealers, the same as we did 
about a vear ago. If you have any suggestions to offer, 
suggestions that will not run the proposition into too high 
a cost, we will appreciate it. 

NUNN, BUSH & WELDON SHOE COMPANY, 
O. GRIGG, Advertising Manager. 
Window display contests, to be effective, must reach the 


display manager of the department store, or the man or 
woman who handles the displays in the shoes stores such 
a manufacturer might expect results from. The dealer is 
not so much interested in competition of this character 
unless he trims his own windows. A broadside, effectively 
setting forth the terms of the contest, has been found to 
bring good results by a great many of the national adver- 
tisers. Advertising in the trade journals reaching display- 
men has also been productive of results. But the contest 
that reaches the dealer alone is not nearly as effective 
as when the displayman, who has charge of the windows, 
is approached directly. 
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MPYRUP 
MILAREPE 


Reg. U. S. Pat. Off. 





A CREPE PAPER OF SUPERIOR 
QUALITY AND ESPECIALLY 
ADAPTABLE FOR WINDOW 
DISPLAY DECORATION 


Write for Prices and Samples 


MADE BY 


The Papyrus Company 


100 MARKET ST. 
KENILWORTH, N. J. 
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Accessories 


for Better Window Displays 
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+ NEW CHRISTMAS SUGGESTIONS 
! AND IDEAS IN 


Artificial Flowers 
q Artificial Fruit Glass Stands 
4 Baskets Glass Shelves 
Background Papers Glass Heel Rests 


Scenic Paintings 
Show Cards 
Spot Lights 
Strip Lights 


Gelatine 


q Borders Grass Mats Stix-Wel Glue 

} Beaver Board Metalline Draping Tinsel Flitter 
Bilt-Wel Board Cloth Thumb Tacks 

? Birch Bark Strips Pedestals Valances 

, Card Holders Papier Mache Velours 
Cardboard Novelties Velour Papers 


Price Tickets Vines 
Wood Carvings 


Chenille Roping 
ry Color Attachments Plushes 


’ Flood Lights Reflectors Wood and Metal 
Foot Lights Revolving Tables Fixtures 
: 
- for 


\| “BETTER WINDOW DISPLAYS” 


SEND FOR BOOKLET NO. 41, CHRISTMAS SAMPLES 


{| Doty & Scrimgeour Sales Co., Inc. 
30 READE STREET NEW YORK 
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Do College Town Displays Differ? 


Displayman of state university city tells how windows may vary 
somewhat—Students like to window shop 


By DONALD D. KESTER 
Display Mgr., Bremer’s Golden Eagle, Iowa City, Iowa. 


O college town displays differ from those 
This question has 
I can only 


of any other city? 
often been asked of me. 

reply by saying yes, but not in the way 
the average displayman might think. The first as- 
sumption would be that window displays of the 
department store in the college town would be a 
riot of color, always following the colors of the 
institution of learning located there. This is not 
true. 

College students, as a rule, are ardent window 
shoppers. They are not so much impressed with 
the college background and decoratives of college 
colors as they are with the merchandise. Many of 
them come from larger cities and metropolitan 
centers and they immediately look at the show win- 
dows of the store to determine whether or not they 
can buy the same article there they can buy back 
home. 

Merchants in a college city must carry a vastly 
different line of merchandise from the retailer in 
the average small city. Their windows must re- 
flect the high standard of the store or the student 
trade cannot be attracted. I have found, in my dis- 
plays, that I could follow the same methods em- 
ployed in the larger cities by showing the actual 
merchandise, attractively arranged, and without too 
much crowding of the windows, and invariably gain 
the student’s attention. 

Fortunately the colors of lowa State Univer- 
sity, which is located here, are black and old gold. 
This lends itself effectively to displays, without be- 
ing made obtrusive. On the other hand, when spe- 
cial events take place, such as the large football 
games, and tremendous crowds are attracted to the 





Two College 


Town Displays Showing -Merchandise Attractively, 





city, some attention must be given to decorative 
effects, particularly on the exterior of the store, 
that will catch the eye of the visitors. 


Recently I was called on to construct some outdoor 
attraction for the Ohio State-lowa University football 
game. This was soon accomplished by a series of arches 
and supports. The top portion of the framework was 
covered with orange sign cloth and lettered in black, 
the supports being covered with cornstalks. The 
day was termed “Iowa Day,” and as Iowa is where 
the “tall corn grows,” it was not difficult to obtain 
some attention-getting value from the exterior dis- 
play. The pull-downs were of old gold and black 
bunting, extended from the top of the building to 
the structure. On October 25, “Homecoming Day” 
was celebrated when Minnesota University played 
Iowa and was defeated by our university team, 13 
to 9. The city is only twelve thousand population 
and the enrollment of the university is about seven 
thousand; yet there were more than 50,000 spec- 
tators at the game... I substituted Minnesota for 
Ohio on the exterior decoration and the pull-downs 
were made of lowa and Minnesota colors. The Ro- 
tary Club af Iowa City offered a $15 prize for the 
best exterior decoration for the event. This display 


’ 


won it. 

My window displays were of the same style 
as usual, with an effort to make them attractive 
to the visitors, who naturally did considerable win- 
dow shopping while here. University colors work 
very good in creating atmosphere, but it is the 
merchandise the students are looking for and they 
They are always on the alert for 


My displays are 


all window shop. 
something new and different. 
changed often and other suggestions presented. All 





by Donald D. Kester, Iowa City, Iowa. 
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Fruit and Vegetable Display Stand 


Saves Time, Saves Space, Saves Money 


INCREASES SALES 


SANITARY ALL-METAL FRUIT gape 
AND VEGETABLE DISPLAY | aula cata 56 
STAND Wee oeos be 


Enables you to display your goods in a 
way that attracts customers. 

Strong and useful as well as neat and 
ornamental. 

Racks of strong angle iron, with all joints 
electrically welded. Baskets are made 
of steel wire galvanized and have a ca- 
pacity of one-half to one bushel. THEY 
CAN BE TAKEN OUT AND PUT BACK 
VERY QUICKLY. 

Finished in Aluminum, Oak, Red or 





renee Size: 60 in. Long by 45 in. High, Including 
ureen. Baskets. Base, 24 in. From Front to Back. 


PRICES ARE WITHIN REACH OF ALL. 
Pays for Itself in a Very Short Time. 


Manufactured and Sold by 


NORWICH WIRE WORKS, Inc. 


NORWICH, N. Y. 




















Miniature Fixtures 


yf for gloves, toilet goods, 
Ne handkerchiefs, shoes, or any 
other individual item. will 
make your Christmas mer- 
chandise twice as saleable. 


SEND FOR CATALOG 
Quality and Originality 


The ONLI-WA Fixture Co. 


Dept. D. W. 
St. Paul Avenue, Dayton, Ohio 


An Attractive Gift, Attractively ¥ 
Displayed, is Half Sold | 


























The Only Book of Its Kind Published 
“How to Organize A Floral Parade” 


By JOS. SCHACK 
A°RLORAL PARADE | A 24-page paper bound pamphlet, $ 
4 


just off the press, containing all 


the information necessary for the 
organization of floral parades. 
Fully illustrated with design sug- 


gestions and working diagrams. oben enti W N Dati ale 
Price 25c Postpaid ‘ hls besten ee si SIDE DRAPES 








eign a AND DRAW CURTAINS 
Order from ; pucve.qenvcouts VALANCE & DRAPERY co. ALE  ocmre 





The sansa _— cunmervvennaness 326 Superior Av., N.W. sacne neces 
incinnati, O. OUT OB ’ - 
OBLIGATION Cleveland, Ohio DRAPERIES. 
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“It Will Pay You 


To Investigate” 


When in the market for Display Fixtures, 


THE DISPLAY WORLD 








regardless of how large or small your needs 
may be, and no matter what design you 
have your mind set on, it will prove to your 
advantage to get in touch with us. 


Our factory is the largest in the East | 
specializing in Display Fixtures only, and is 
equipped to take good care of your require- 
ments. Our prices are a revelation if de- 
sign and quality is considered. | 





Ask us for samples and let us quote you | 
prices. We are at your service. 


Segall & Sons 


Manufacturers of 


Period Wood Display Fixtures | 


Offices and Showrooms Factory 
933 Arch Street 865-67-69 N. Randolph St. 


Philadelphia, Pa., U. S. A. 
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We Are Rushed With Orders for Timberlake Col- 
ored Light Screens as the Holiday Season 
Approaches. Avoid Delays by Placing 
Your Order With Us Now. 


Slip these Timberlake Colored Light Screens over the reflectors 
in your windows and flood your windows with colored light. They will 
fit almost any shape reflector up to 10 inches in diameter. Instantly 
put on or taken off. 

A Necessary part of the Display Man’s Equipment. 

Take 10x10 inch gelatin sheets which we can supply you with in 
Red, Amber, Green, Blue, Magenta’ and Purple. 

Screens only, without gelatins, $7.20 per dozen. 

Special price for 3 dozen $18.00. 

Gelatin Sheets $1.00 per Dozen, 

Prices F. O. B. Jackson, Mich. 2 per cent 10 days. 


J. B. TIMBERLAKE & SONS 
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es, 


How Mr. Kester Decorated the Front of Bremer’s 
Golden Eagle, Iowa City, la., for Football Game. 


available space is made use of at all times. The 
use of accessories in conjunction with any other 
article, such as a suit or overcoat, naturally is effec- 
tive in any college town. So window displays in 
a college city differ perhaps only in the displaying 
of merchandise. 





BRITISH ASSOCIATON CONDUCTING CONTEST 


The British Association of Display Men is conducting 
its sixth annual contest for 1924 displays. The classes are 
as follows: 

Class 1, sweepstake class; best group of six displays, of 
which at least two must be displays of branded goods; 
grand trophy presented by Sir Charles Higham. Class 2, 
best open display of drapery, such as fashion goods, lingerie, 
corsets, gloves hosiery, handkerchiefs, etc.; trophy pre- 
sented by Messrs. Fredk. Sage & Company. Class 3, best 
display of any kind of goods by overseas members; Craw- 
ford trophy. Class 4, best display of grocery, provisions, 
confectionery, meat or fish; trophy presented by Messrs. 
W. S. Crawford, Ltd. Class 5, best display, using any of 
the following lines of merchandise: perfumery, drugs, to- 
bacco, foreign fancy, stationery, leather goods (photog- 
raphy), toys, sheet music; trophy presented by the National 
Cash Register Company. Class 6, best display of piece 
goods; trophy presented by the Drapers’ Record. Class 7, 
best display of men’s and boys’ outfitting; trophy presented 
by Messrs. Griffiths & Company. Class 8, best display of 
men’s and boys’ clothing; B. A. D. M. trophy. Class 9, 
best display of boots.and shoes; trophy presented by Shoe 
and Leather Record. Class 10, best display of furniture, 
carpets, ironmongery, brassware, china and glass, musical 
instruments,or any other line of ] ousehold goods; trophy 
presented by Messrs. Harris & Sheldon. Class 11, best 
original pen-and-ink sketch of background; B. A. D. M. 
trophy. Class 12, certificate to the local branch whose 
members win the greatest number of prizes in points. 





DETROIT STORES INSTALL NEW FIXTURES 


The Ernst-Kern Company, Detroit, Mich., department 
store is being furnished with a complete new set of fix- 
tures by The Onli-Wa Fixture Company, Dayton, Ohio. 
The new modern drug stores of the Cunningham Drug 
Company, Michigan and Shelby streets, opposite the Ca- 
dillac Hotel, Detroit, Mich., will be resplendent with Onli- 
Wa fixtures. On or about November 15 this store will be 
opened for business and the public given their initial view 
of the Onli-Wa Fixture Company’s recently created “Prince 
of Wales” design fixtures. 
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Fashion Show de Luxe in Small City 


(Continued from page 32) 


easily circled and bent in any shape desired. I painted 
these strips white to blend with the walks. On my foun- 
tain I flashed, from overhead, two blue spotlights. With 
the running water the effect was quite remarkable. 

For models, 35 of the most beautiful girls of the city 
were used, each store obtaining six models. Nine men 
served as models for the three men’s wear stores par- 
ticipating. 

As the curtain arose on the night of the show the audi- 
ence went wild. A nine-piece string orchestra played 
Oriental music as the curtain arose slowly. Two girls, 
in Japanese costume, were at each side of the fountain, 
kneeling on the walkway in Japanese fashion. The stage 
lights were brought on gradually. Japanese lanterns were 
also hung from the “flies” and slowly lighted. The 
mingling of music and water from the fountain as the cur- 
tain went up brought one almost to the very doorway of 
cherry blossoms. It was a treat never to be forgotten in 
a small city like this. I was even astounded myself. 

We had a packed house. During the performance a call 
came for the decorator. It was, as the cartoons say, “the 
thrill that comes once in a lifetime.” I felt pretty much 
like a schoolboy out there in front of that crowd, but the 
applause came long and loud, and it was my happy moment. 
I felt as if the display profession had won another point 
in its favor and I am sure it did, judging by the congratu- 
lations which are still continuing ‘to come to me. The 
fashion show went through without a hitch. The mer- 
chants were more than pleased. Morning, sport, afternoon 
and evening wear were shown by the models. 

Small town displaymen can not only gain experience 
and benefit from such an event, but they can obtain recog- 
nition for their efforts that will everlastingly prove that dis- 
play work in a small city can be just as effective as that 
of the metropolitan center, even under handicaps. 





HALLOWE’EN FROLIC OF CHICAGO DISPLAYMEN 
SUCCESS 


The Hallowe’en Frolic and Ball of the Chicago Display 
Men’s Club, given the night of October 31, was a success 
from all standpoints, according to members of the vari- 
ous committees which worked harmoniously and _ untir- 
ingly to provide the visitors with unusual entertainment. 
The frolic was held at Arcadia, the pretentious dance hall 
and ball room of Chicago’s Northside. A $50,000 organ 
furnished music for part of the evening’s entertainment. 

Joseph Kayser’s Syncopep Orchestra furnished music 
for the dancing. Entertainment features included the 
Tripoli Trio and the Two Happy Clowns, Jim Ward and 
Lew Walsh. The decorations were exceptionally artistic 
and this unusual event proved to be even more preten- 
tious than the “Trip to Greenwich Village” staged by the 
club last year. 

Committees for this year’s event included: Arrange- 
ments, S. Fisher, chairman; Carman Thompson, W. A. 
McCormick, of The Boston Store, B. C. Hampton, of A. 
M. Bedell Company, L. A. Rogers and George Alterman, of 
United Hosiery Company; entertainment, George Herman- 
son, chairman; J. Friewer, Dallas M. Schultz, Speiss Com- 
pany, Elgin, Ill., O. J. James, Rosenberg’s, Evanston, and 
E. F. Jantz, of the Jensen Company; reception, T. DeJonge, 
of W. A. Weiboldt Company, chairman; W. W. Watts, C. 
Williams, S. S. Stodder, C. J. Guenther, A. H. Kagey, L. G. 
Johnson, E. E. Eismueller, C. Skup, M. Wolfson and J. A. 
Olsen. 
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RINKLE 
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For Paper Craft 
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PUUTUC CCC 


Supreme Quality 


Made in Thirty-three Brilliant 
Shades and Colors 


RIN KLE 
REPE 


IS MADE ESPECIALLY FOR 
DECORATIVE PURPOSES 


A Sample Fold Sent Upon Request 
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Manufactured by 


The Tuttle Press Co. 
APPLETON, WISCONSIN 
1899 — 1924 
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Professional Courses 
for Displaymen 


If you desire to succeed we can 
show you how. 


We are preparing a_ separate 
building for the Window Trimming 
School to be ready in January. 


Our courses completely cover the 
field. 


For those who wish to enroll now 
we are conducting 


Life Classes 


Card Writing Courses 
Window Background Course 


Individual instruction under actual 
working conditions. Open from 9 a.m. 
to 9 p.m. week days, and 10 a.m. to 
6 p.m. Sundays. ~Days or evenings, or 
both, at the same price. 


Superior Sign School 


2139 South Wabash Avenue, Chicago, IIl. 
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Attractive Christmas Show Cards 


Color combined with snow scenes on black background cards affords 
effective tie-up with holiday window displays 


By FRANK DODSON 


Display Manager, Globe Shoe & Clothing Company, Pittsburg, Kansas 


HRISTMAS always calls forti the best 
efforts of the displayman and show card 
writer. Show cards at Christmas time 
should be attractive enough to command 
the attention of the buying public and hold that atten- 
tion in line with the remainder of the display. Christ- 
mas displays are alays a matter of suggestion. The 
card must correspond. That is why, with the cards I 


am presenting this month, it will be noted that the key- 
line on each one is “Gifts.” 

These cards are all made on black backgrounds. 
The coloring, of course, is unusual and of sufficient 
brightness to command attention, not getting away 
from the Christmas motif and atmosphere in any in- 
stance. The oblong spaces are the only portions of the 
card in which the natural background of black is used. 








Christmas Show Cards by Frank Dodson Painted in Poster Effects on Black Cardboard 
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item is essentially practical. 
even under adverse conditions. 


126-130 E. Third St. 





Say It---NOW.---with 
De 
Perfect 


TRADE MARK REGUS PAT.OFF. 


BRUSHES ano SUPPLIES 


There’s no better time or place. 
these robust helpers as you start your daily work—and 
finish it. They've never failed yet—they never will. 
Every member of the “Perfect Stroke” 
by a practical Card Writer, Display Man or Sign Painter. Each 
That’s why they work so well— 


Summon the aid of 


family has been designed 


Be thankful this Thanksgiving Day for these sturdy servants. 
Let them continually say “More power to you.” 


Write for Catalog No. 11 


Bert L. Daily 


Dayton, O. 
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ZAPU FINISH 
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SHO CARD BOARD 
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23 DISTINCTIVE: MACNIFICENFCOLORS 
SAMPLE CARD COLORS SHOULD BE IN 
EVERY STUDIO : SEND FOR wile 

















HURLOCK BROS.COMPANY ine. 
3436-38 MARKET STREET 
PHILADELPHIA 


























Be Practical Christmas Gift 
for the Artist or Student 
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HUNT PEN CO. CAMDEN, NJ. USA. 
nu} ae A ard Distributors tors 0 ahs 
Eng Sadish Orders filled by ballet heen "etd 
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Use Coit’s Ball Bearing 
Lettering Pens 


Standard Set Assorted Sizes 
16”, 4”, 3%” and 16”, $1.50 


Can be used with ordinary ink, show card 
colors, drawing inks and water colors. 





Drawn 
With 
Coit 
Pen 














You can make any style lettering from the 
finest line to the heaviest with the Coit Let- 
tering Pen. 

No skill required. Equal to brush work. 
Made of Special brass with ball-bearing end 
and ink retainer. 


At your local dealer, or if not supplied, 
send us his name and we will fill order. 


THOUSANDS OF SATISFIED USERS. 


Manufactured by 


| The Bridgeport Pen Company 
| BRIDGEPORT, CONN, U. S. A. 


Dull Trade | 













































Make Your GOOD Window 
Displays BETTER 


Paasche Air Brush equipment will enable you to 
improve your business-getting windows to a sur- 
prising degree—at a lower cost and great economy 
of time. 

Perfected Air Brushes, Colors, Designs—every- 
thing you need—for quality and speed in all your 
art work. Select a real art tool from the finest, 
most complete line made. Request new catalog now. 


PAASCHE AIR BRUSH CO., 
1902 Diversey Parkway Chicago, Ill. dd 
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The lettering is all done in white. Each card is painted 
in white, representing snow. 

The upper left hand card has a bright sky with 
trees of green, touched with snow spots. The circular 
portion is outlined with chain dots in powder blue and 
holly in its natural colors, the key-line lettering being 
underlined in a brick-red. 

The upper right hand card has a turquoise blue sky, 
the trees being covered with snow and dotted in brick- 
red, which color is also carried into the dotted circle, 
which is broken by the Hart, Schaffner & Marx trade- 
mark, 

The lower left hand card contains a turquoise blue 
sky with falling snow, the tall trees being done in win- 
ter colors, the house standing out with vermffion color 
and a snow-covered roof. Turquoise blue is used to 
outline the circle. 

The lower right hand card contains a brick-red sky, 
the church and steeple, partially covered by snow stand- 
ing out in bold relief by being painted in lemon color, 
partially covered by snow. The one tree rising above 
the roof of the church is in pea-green, the circle outlined 
in turquoise dots. ; 

The center card is strictly a Christmas card in every 
respect. The Christmas trees in light green with orange 
and red ornamentation stand out vividly against a pow- 
der-blue sky, the star being in snow white, the circle 
outlined with turqoise blue dots and the key-line under- 
lined with lemon. The sprays of holly breaking each 
circle are in natural holiday colors. 

Such cards are distinctive, not only because of the 
brilliant poster color combination, but because of their 
style, particularly with reference to the cut-out tops. 





NEW DISPLAYMAN IN LARGE INDIANA STORE 

Herbert Cox has been made display manager of the 
Weiler Store of Hartford City, Ind., going there from 
Louisville, Ky., to take the place of Clarence Brown, who 
has resigned and will move his family to Oil City, Pa., 
where he will start an advertising agency of his own. 





NEW AIR BRUSH CATALOG BY WOLD 

The Wold Air Brush Mfg. Company, Chicago, IIl., has 
just issued a new catalog showing the various styles of 
air brushes which are especially suitable for display pur- 
poses. Show also are new sprayers and a specially made 
air brush and air compressor for the sign painter for bul- 
letin work, etc., and built to meet all painting requirements. 
The catalog 4s neat and compact and is deovted exclusively 
to air brushes and accessories. 





FORMER BALLPLAYER ENTERS DISPLAY FIELD 

George H. (“Jimmy”) Smith, of Cleveland, Ohio, for- 
merly well-known baseball pitcher, a member of the Wash- 
ington American League team when Joe Cantillion was 
manager, and also owner of the Leipsic (Ohio) Free-Press, 
later connected with the sales promotion department of 
the Goodyear Tire & Rubber Company, has accepted a 
position with The Bonnet-Brown Corporation, of Chicago, 
specialists in advertising and display service for newspa- 
pers and merchants. Mr. Smith will have charge of the 
sales work in the State of Ohio exclusively. 
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Measuring Show Card to Store 


Careful attention should be given to drawing possi- 
bilities of the location first 


By GEORGE LACKNER 
President, The Lackner Co., Cincinnati, Ohio 


“Let me write the songs of a nation and 
I care not who makes its laws.” 


You’ve thought over that wise observation many times 
and realized that it was based upon a thorough insight into 
human nature. Similarly, in your study of what attracts 
attention, either in the store window or along aisles, I think 
you have found, as has the writer, that nothing “has it on” 
display cards of the right kind—and more particularly 
show cards that have the additional attraction of color 
and illustrations. 

Have you ever noticed a crowd about some window 
along the street, intently studying a picture displayed 
therein? It is the common, everyday demonstration of 
the value of pictures as attention-getters. But display of 
news pictures may accomplish its purpose in one case and 
not accomplish it in another, depending on the kind of 











One of Mr. Lackner’s Popular Christmas Stock 
Show Cards 





store and the merchandising story it wants to “get over.” 

The show card, however—assuming that it is the right 
kind of show card—has the advantage that it is an atten- 
tion-getter and a dollar-puller for any variety of store. 
But there is a difference in show cards. One may be 
printed or lithographed in just as many colors as another, 
but still fall short. There are other tests. 

First, does the show card measure up to the class of 
your store? Is it artistically beautiful, or is it cheap and 
tawdry? Does it give a true idea of the rank of your 
establishment ? 

Second, is the art of the card such as will attract too 
much attention—much as some news photographs do—and 
leave none for the card writer’s message, which, after all, 
is the one to be “got across?” 

A little story of the late John H. Patterson, the cash 
register genius, illustrates this point. It is related of him 
that he was a constant and relentless foe of advertisements 
in which the borders or illustrations took attention away 
from the cash register “story” instead of directing atten- 
tion to it or emphasizing it. On one occasion, it is related, 
he looked intently at the layout of a proposed “ad” show- 
ing a great crowd of men, and then quietly observed, “I 
see Mr. Patterson is advertising men’s clothing now!” 

On the other hand, a third point about show cards is 
that they must be such that they are not completely over- 
shadowed by the merchandise. In that event their message 
is lost. 
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COMPLETE BRUSH AND PEN 
OUTFITS 


These outfits contain everything necessary for 
the Card Writer and Displayman. 


BRUSH OUTFIT FOR $2.00 





1 No. 12 Pure Sable Rigger er $ .90 
1 No. 8 Pure Sable Rigger-.._...._........... 50 
1 No. 6 Pure Sable Rigger an 





2 2-Ounce Water Color (Red & Black)---..-. 50 
ee a |, ear 25 
1 Show Card Instruction Book—FREE 

















TOTAL VALUE $2.50 
PEN OUTFIT FOR $1. .00 
1 Set Speedball Pens $ .50 
1 2-Ounce Speedball Ink___-_- 25 
1 Speedball Instruction Book eis ag 
1 Double End Penholder a9 
1 Set (12) Round Writing Pens__---------_--- .20 
TOTAL VALUE $1.25 





These Outfits will be Sent Prepaid 
Sign & Show Card Supplies 


Arthur CF. dloerauf ©Co. 


525 Woodward Ave., Detroit, Mich. 
Send for Illustrated Catalogue 
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Simplicity Often Betters Show Cards 


Pictorial reproduction at top of card centers interest and lettering 
can then carry out the balance of scheme 


By H. A. PORTER 


Display Manager, Simon & 


OR certain displays, there is nothing 
more adaptable than a plain show card. 
lettered with simplicity and surmounted 
With some illustration or trade-mark in 

natural colors. If the display is elaborate, a simple, 
attractive show card will often stand out more 
effectively than a highly decorated card. 
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Landaur, Davenport, Lowa 


Gray or mauve backgrounds usually prove most 
effective in constructing show cards of simplicity. 
In offering my cards for the approval of the readers 
of The DISPLAY WORLD, I wish to call attention 
first to the fact that these were gray backgrounds. 
The title lettering was done in cobalt blue. The 
descriptive lettering, or pen work, was done in jet 
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Illustrated Cards by H. A. Porter, Showing Effectiveness of Simplicity in Work 
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black. In several instances, the illustrations were 
outlined with blue lines, such as in the card, titled 
“Peter Pan Juvenile Suits.” 

The card titled “Blue” has very little color at- 
tached to it. The magazine cut-out at the top wa; 
in natural colors, the combination consisting of not 
more than three. The word “Blue” was in the color 
that the name implied. The descriptive type was 
in black and the same scheme was carried out on 
the entire set of cards. 

Such show cards, I have found, add attractive- 
ness to the window display and where there is an 
overabundance of color I have found that simplicity 
in cards often proves the greatest factor in attract- 
ing and holding the attention of the passersby. 
Often a highly colored, descriptive card would not 
catch the eye, which would be held fixed on the 
display itself. Simplicity is often the card writer’s 
greatest asset, if he will not forget it. 





Pacific Coast Display Activities 
By DAVE E. ANDERSON 


A variety of subjects have furnished inspiration for dis- 
play directors of Los Angeles stores during the past 
month. Displays at the Ville de Paris and Coulter’s 
Dry Goods Company have been in connection with anni- 
versary sales which have been in progress. At Mullen, 
Bluett-Silverwoods and Desmond’s Clothing stores clever 
displays were executed in keeping with the legends of 
Hallowe’en. The most elaborate of these was at Desmond’s 
Clothing Store. The background of the setting was a small 
alcove draped with blue and black metal cloth, with the 
proverbial witch riding through the night sky. In front 
at each side of the alcove were two large jack-o’-lanterns. 
placed upon high standards from which streamers of orange 
and black ribbon draped out into the display. With this 
setting, Mr. Hamer displays the correct evening clothes 
and accessories. Fancy paper caps and confetti helped to 
stimulate the carnival spirit. Clever lighting effects add 
much to the attractiveness of the arrangement. Santa 
Claus reigned supreme at the Robinson’s and the May 
Company stores, Saturday, November 1. The toy depart- 
ments of these stores are overflowing with covetious toys 
from Santa’s workshop and elaborate preparations and 
decorations were made for his advent. 

At Bullock’s there is in place a very attractive toy dis- 
play. The ornamentation in this window is a beautiful 
Christmas wreath of Mother of Pearl leaves tied with 
huge bow of red ribbon, placed against a black velour 
panel. The feature of the arrangement is a large jack-in- 
the-box. In the large corner window of Bullock’s, Mr. 
Cusanovitch has accomplished an unusually inspiring win- 
dow. Devoid of merchandise, this display appealed to all 
American citizens, impressing upon them their duty to 
their country by voting at the approaching election. In 
the outer background of the wndow is a large oil painting 
of that familiar picture, “The Spirit of ’76.” Draped at 
each side are huge American flags. To one side is an oil of 
Lincoln, and on the other, one of Washington. Streamers 
of red, white and blue ribbon, with ballot boxes and sample 
ballots, arranged with three large cards, complete the dis- 
play. The largest card placed in the center of the window 
read, “Vote November 4.” “Vote as you please, but vote.” 
The inscriptions on the other cards appealed to the memory 
of our ancestors and the spirit of 1776. 
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NAT-MAT 
Cardboards 


A colorful selection and a quick dry- 


ing surface. 


Ask for free sample book of Nat-Mat 
Cardboards; also illustrated circular of 
cut-outs and beveled edge cards. Fac- 


tory prices. 


National Card, Mat & Board Co. 
Manufacturers 
4318-36 Carroll Avenue Chicago, Ill. 


85% of a show card’s color is 
the surface of its cardboard. 























The F'ountain Air Brush 


For Showcard and Sign Writérs 
Easy to Handle and Keep in Order 
Ask Any One of 18,000 Users 
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Write for Catalog 52 D 


Thayer & Chandler 


913 Van Buren, CHICAGO 




















STENCIL SILK 
USED IN MAKING 
SIGNS, PENNANTS, 
SHOW CARDS 


ALL NUMBERS IN STOCK 
SAMPLES ON REQUEST. 


ROBERT L. LATIMER & CO. 
26 N. FRONT ST. PHILADELPHIA 














Card Writers’ Materials | 


LARGEST STOCK IN THE SOUTH 


WAITT & GLASS 


82814 E. MAIN STREET RICHMOND, VA. 




















Beautiful Xmas Display Cards 
CAN BE MADE BY USING OUR GUMMED SEALS 
; AND ORNAMENTS. 

We have a very large and attractive line of Santa 
Claus heads, full figures, holly sprays, poinsettias, 
etc. All sizes up to 10-inch. 

Write for descriptive circular or send us $1.00 for 
a sample assortment. 


W. B. YOUNG & CO. 


160 N. WELLS ST. | CHICAGO, ILL. 
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Pen Work Cards Add Distinctiveness 


By using effective background and deep black ink such cards will 
add to high-class window displays noticeably 


By J. CHRISTIE MANSFIELD 
Display Manager, J. J. Kirk Store, Barnesville, Ohio 


N reviewing some recent copies of The 

DISPLAY WORLD and other trade 

publications, I noticed from the photo- 

graphs showing New York window dis- 
plays that the better stores were executing their 
displays with much simplicity. For the informa- 
tion of the readers of The DISPLAY WORLD, it 
might be well to consider a recent window display 
in the new store of Saks & Company on Fifth 
Avenue, New York. 


The show cards were of the same simplicity as 
the window displays. They were void of any deco- 
ration or embellishment, with the exception of an 
illustration portraying the style of the merchandise 
described on the show card. This style of card is 
becoming more popular in a great many of the 
better stores. It denotes refinement, which tends 
to build prestige for the store. It is easier and 
more quickly made and it is done with the pen. 

Time is such an important factor in display 
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Pen Lettered Show Cards by J. Christie Mansfield for J. J. Kirk Store, Barnesville, Ohio. 
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work, or card writing, that to be able to obtain a 
distinctive card with the pen is of extreme value 
to any display department. When black ink is 
used, as many of the better New York stores are 
doing it, it is advisable to use light tan or buff 
colored board. While this does not make as de- 
cided a contrast as white board might, it gives a 
soft, subdued effect that is not only pleasing to th: 
eye, but in harmony with the remainder of the 
display. Such cards can even be encased in a frame 
in keeping with the display on view. 

The cards presented with this article are let- 
tered and illustrated with the pen, using black ink 
on buff colored,. mottled finish board. The eicect is 
quite striking. Suggestions for the illustrations 
may be obtained from the trade-marks or the ad- 
vertising illustrations used by the advertisers of 
garments of almost: any character. . 

We found these cards very effective because 
they not only added distinctiveness and class to the 
window displays, but because they were unusual 
and a departute-from the ‘wsual-custom. I do not 
advocate the usé of these cards at ‘all times, as a 
change is not otily necessary to. hold the: attention 
of the passersby, but must come about regularly 
in order to conform with the style of displays in- 
stalled. But I do think pen-lettered and illustrated 
cards of this character are valuable in displays in 
which you wish to convey to the public the fact 
that your store is keeping pace with the styles 
and habits of the present day. 





CARD WRITER JOINS UNION COMPANY STAFF 

Louis G. Gross has joined the display staff of the Union 
Company, Columbus, under Display Manager Lothar F. 
Dittmar, as a card writer. Mr. Gross was formerly with 
the Rike-Kumler Company, of Dayton, Ohio. 





SHOE RETAILERS PLAN A BIG CONVENTION 

The National Shoe Retailers’ Association is conducting 
an active campaign in behalf of its annual convention to 
be held in Boston, Mass., January 12 to 15, 1925, inclusive. 
A number of display topics are on the .program. 





INTRODUCE NEW HIGH-CLASS FIXTURE LINE 

The Fixture Sales Company, of Charlotte, N. C., has just 
announced introduction of the “Autocrat: Line” of card 
holders, show stands, etc., which may be-had in enamels, 
hardwoods, velvets, plushes and -velours in several colors 
and finishes to match the color scheme of the window and 
other fixtures. These have been developed along the same 
line as the distinctive metal card holders produced by this 
progressive company. 





OHIO DECORATIVE FIRM CHANGES ITS NAME 

The Ber-Zer Studio, of Dayton, Ohio, has changed its 
name to the Cull Berry Company, the change becoming 
effective October 1. Mr. C. T. Berry, of the new Cull 
Berry Company, announces a new holiday circular show- 
ing new designs in decoratives. The company has just 
moved into its new studio and factory and is equipped to 
serve the displayman now with all kinds of wall board and 
decoratives. 
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SILK SCREEN PROCESS 
SUPPLY CATALOGUE 


Just Off the Press 


LISTING: 


‘‘Strong’s Simplified Press Paint Process 

Outfit,’ Silk, Squeeges, Frames, Cutting 

in Color, Thinner, Sizing Liquid, Pro- 
cess Units, Paste Colors, etc. 


Every card writer is invited to write for 

this new catalogue, also our regular sup- 

ply catalogue of card and sign writers’ 
equipment. 


Address SUPPLY DEPT. 


DETROIT SCHOOL OF LETTERING 
514-516 Griswold St. Detroit, Mich. 


The Pioneer Line Twenty-four Years of Service 
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Jerome A. koerber. 


A Complete, Modern and Practical Text Book, 

Authoritatively Presented and Profusely Illus- 

trated, Written by the Foremost Authority of 
DISPLAY AND DRAPING 


Jerome A. Koerber 
Display Manager, Strawbridge & Clothier 
Philadelphia, Pa. 


HE Art of Draping for Mercantile Dis- 

play is a text treatment, fully illustrated, cov- 

ering the subject in minutest detail. It begins 
with the first introduction of display and goes in 
complete sequence to the modern method of ap- 
plication of the art. 

The subject is handled in such a way as to be 
of the greatest help to all displaymen regardless 
of the branch of display work in which they are 
engaged. A book for everyday use. 

Profusely Illustrated—Substantial Cloth Binding— 
128 Pages——Page Size, 714x101 


Per Copy $3.00 Postpaid 
Together with a year’s subscription to The 
DISPLAY WORLD for only $4.00. 


Send your order now to 


The DISPLAY WORLD 
CINCINNATI, OHIO 
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1924 CHRISTMAS SHOW CARD BLANKS 


Printed on extra heavy coated First Quality Card Stock in rich 
ristmas colors of red, 
green and black. Order 
direct from this ad or 
send for sample sheet. 


SIZE 2% x 3% 
¥ $ 1.20 
7 1.75 
ez. 2.90 
5.50 
by 13.50 





DICK BLICK CO. Galesburg, Ill. 


Box D 














VERY UNUSUAL WINDOW DISPLAYS 


Foreign Hotel Baggage Labels Make 
Remarkable Window Displays 


We have genuine labels from hotels all over 
the world. $1 per dozen; 10 cents each. “All 
different” packet of 35, $2.50; super packet 
of 75, $5. ; 


THE AMERICAN STUDENT 
546 Ellicott Square Buffalo, N. Y. 


The New Catalog is Ready! 
The WOLD AIR BRUSH is an AIR BRUSH of QUALITY 


5 It is strong and durable and does 
the work. It has a good reputation, 






















Ask for the new catalog showing Air 
Brush Outfits for Display Purposes. 


THE WOLD AIR BRUSH MFG. CO. 
2173 N. CALIFORNIA AVE,, CHICAGO, ILL. 


3 
OUR WINDOW SALES 
DOUBLE TA 
ISPLAY 4x>D SELL. MORE GOODS! 


Electric cost 3 cents per day—Capacity over 100 Ibs. 
Fully Guaranteed—Write today. 


lg "’asers” ELECTRIC WINDOW SALESMAN CO. “Serr og 


ONE RETAIL STORE 


in a_small Ohio town installed an A. & W. 
- ELECTRIC TIME SWITCH and in less than one 
year three-fourths of all the first-class stores in 
that town were using Electric Time Switches. 


The A & W Electric Sign Co. 


2126 E. 19th St., Cleveland, O. 



































THE KINNEAR ARTCRAFTS 


Window Settings and Novelties, 
Art Panels, Scrolls, Backgrounds 


Correspondence solicited. 
19 EAST 15th STREET NEW YORK 























- November, 1924 


Loan Displays Made Effective 


Exceptional results obtained by linoleum manufac- 
turer in shipping from store to store 


OAN displays are becoming effective in the national 

advertising field, and one of the most striking examples 
of this is shown by the program of the Armstrong Cork 
Company, Linoleum Division, of Lancaster, Pa. These 
displays are moved from store to store. 

Bookings for these window displays are made well in 
advance of the date of the showing. A routing is estab- 
lished over a period of six or eight weeks, and an effort 
is made to schedule showings in a given direction, and in 
cities within a hundred miles or so of.each other, so as to 
cut'down the cost of transportation and to be reasonably 
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Dutch Windmill Display by Armstrong Cork Co. 


certain of delivery on schedule. A display is, as a rule, 
allotted to a store for a period of one week, and the fol- 
lowing week left open for transportation to the next store. 

Salesmen of the company or the advertising depart- 
ment make the bookings in advance. If the application 
comes direct, such bookings are made by the advertising 
department. The Armstrong Cork Company has ten travel- 
ing displays, such as the Dutch windmill effect as illus- 
trated with this article. In addition to this particular dis- 
play, the company circulates six or eight others, including 
several types of educational displays made up of the raw 
materials used in the manufacture of linoleum. Approxi- 
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One of Armstrong Cork Company's Travel Displays 


mately one hundred loan displays are in use, according 
to officials of the company. 

The dealer receives with each display a printed sheet, 
showing a reproduction of the window as it should look 
when the display is completed and set up. Complete in- 
structions in a simple, readable manner are given the dealer, 
and on the reverse side of the sheet the mechanical de- 
tails of the electrical drive, also a sketch showing the cor- 
rect method for packing the display for reshipment, are 
printed. 
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There can be no mistake in setting up the window accu- 
rately if the instructions are carefully followed out. In 
the educational window display, each of the items is num- 
bered in the illustration on the instruction sheet, and then 
listed below the photograph. Thus the dealer can efficently 
install the display with very little difficulty. 

The Armstrong Cork Company, by using this method of 
traveling displays, is very much pleased with the results. 
Accurate showings are thus assured and the company, 
knowing the dates the dispiays will be in view of the pub- 
lic, can not only effectively tie up its advertising with 
them, but can trace the sales results. 





Electrical Exposition is Success 


Newest features in fixtures and appliances are 
shown in New York exhibits 


New York City’s Seventeenth Annual Electrical and In- 
dustrial Exposition enjoyed signal success at the Grand 
Central Palace from October 15 to 25, inclusive, and 
brought to light many new developments in the electrical 
and radio world. There were a number of forceful educa- 
tional exhibits by concerns serving the window display pro- 
fession. The general effect of the booths -was particularly 
pleasing to the eye, each one, regardless of size, being 
arranged in a uniform style as to background and letter- 
ing as well as the lighting effects. There were a total of 
125 exhibits. 

I. P. Frink, Inc., had a booth in charge of Mr. W. H. 
Spencer and Mr. A. P. Benito, in which they exhibited 
the new line of Silverlite reflectors for window lighting 
and their new Empco sign. Among other new things they 
showed special reflectors made by the Electric Metallic 
Products Corporation, a subsidiary of this company. The 
Silverlite is an all-metal reflector made with an adjustable 
neck, which allows the’collar to collapse or extend, raising 
or lowering the lamp filament to three positions for a con- 
centrated, medium or widespread light. The Empco signs 
are known for their visibility, artistic appearance and 
unique construction, permitting the use of any size and 
style of lettering, monogram or trade-mark. They are to 
be had in any color or combination of colors. 

The New York Edison Company had a profusion of 
booths throughout the exhibition hall representing their 
various departments. One of these was devoted to their 
Electric Sign and Installation Bureau. This bureau co- 
operates with prospective electric sign customers. 





Exchange of Displays is Made 


Druggist and clothier swap windows at an oppor- 
tune time for creating attention 


NOTHER exchange of window displays was reported 

recently from Edwardsville, Ill, when W. W. War- 
nock & Company, retail clothiers, and the Delicate Drug 
Store, “swapped” windows for several days. W. W. War- 
nock, president and treasurer of the firm, says: 

“We think that any stunt that a merchant cah put on 
that will cause widespread comment in his locality is 
worthwhile, and we can say from this standpoint that our 
little stunt of exchanging windows with the drug store 
next door for a few days scored 100 per cent. It was the 
talk of the town at the time, and, while it was some time ago 
since we employed the scheme, it is still fresh in many 
minds and hardly a day passes by that some customer in- 
stead of commenting on the weather will’ask if he is buy- 
ing a ‘Rexall Overcoat.’ - 

“Our daily newspapers gave us considerable ' publicity 


tHuT DISFTLAY WORLD 61 


on the stunt, and on account of this many persons came 
downtown to see a clothing display in a drug store, and 
vice versa, just out of curiosity. We think this stunt is 
well worthwhile in any community where it is new. We 
dressed our windows on a Thursday night after the people 
were off the streets and allowed the displays to remain in 


.place until the following Monday morning.” 





PLAN SERIES OF EDUCATIONAL TALKS 

Members of the New York Metropolitan Display Men’s 
Club are planning a series of educational talks for their 
regular monthly dinner meetings. At the October meet- 
ing a special committee was chosen to secure speakers for 
each successive meeting. This committee consists of Ed- 
ward Munn, display manager of Franklin Simon & Com- 
pany, and Richard Dougherty, display manager of Stewart 
& Company. Speakers will include buyers, merchandise 
men, advertising: men, executives and representatives of 
every branch of retailing. 





HAS TWO ASSISTANTS IN CO-OPERATIVE WORK 

J. H. Hilton, manager of the Merchants’ Display Serv- 
ice, Akron, Ohio, operating as the first co-operative dis- 
playman in the country, now has two live wire assistants 
in his work, C. J. Robins, of Chicago, who is his first as- 
sistant, and Edward Hartzell, of Muncie, Ind., who is his 
card writer and office man. 





Bronze Signs 


Economy — Quality 
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Send for FREE story 


Interesting, illustrated folder “How to get 
Greater Desk Efficiency” shows how to keep 
your desk cleared for action. Thousands of 
Kleradesks are giving entire satisfaction. Saves 
time locating, distributing or Poe papers. 
Takes less space thamatray. Sent FREE trial. 



















DF ee 
99% “br tal ol 5 Fench 


Ros$-Gould Co 2. St. Louis 


KMiddddddddddddiddsidddddddddddddddidddddddlllllllillienwwliK 





\ “ALLL LLL LLLLLLLLLLLLLLLLLL LLL 





WZ aadaaaadaaddddddaduuaazzizzizaziiiauun 












62 


THE DISPLAY WORLD 





November, 1924 


Anniversary Music Windows Unusual 


Exceptionally artistic work accomplished by displays for sixtieth 
business year of nationally known Chicago firm 


By J. DUNCAN WILLIAMS 
Special Correspondent, The Display World 


HAT the firm of Lyon & Healy, of Chicago, 
believe in the value of good window dis- 
plays is conclusively proven by the con- 
tinuous succession of remarkably high 

character displays which have appeared in their win- 
dows during the past few seasons. Each season is an 
opportunity for a special decoration, and each such 
detoration is not only an impressive advertisement for 
the firm but an educational one for its competitors. 
In addition to the seasonal displays, special events of 
importance are now and then featured with timely and 
telling effect. 

W. G. Stewart, display manager for the Lyon & 
Healy store, and dean of musical store displays, has 
a number of “hits” to his creadit already. His harp 
window, which was published in the August issue of 
The DISPLAY WORLD was an impressively beau- 
tiful display from an artistic standpoint—an interest- 
ing display from the public viewpoint and a remarkably 
effective one from the direct and institutional adver- 
tising viewpoint of the firm. It was a display which 
had the right artistic atmosphere plus strong adver- 





tising power. But Mr. Stewart is not resting on past 
laurels. The present set of windows which were 
installed about the first of October are good evidence 
of the fact. The 60th Anniversary of the establish- 
ment of the firm of Lyon & Healy occured on the 
sixth of October, and this event was commemorated 
in a wonderfully effective manner through the excellent 
combination of the advertising and window depart- 
ments. Several days previous to the event, and while 
the displays were in the process of installation, the 
windows were closed to view with special curtains of 
green, upon which were lettered in white with red 
initials, an announcement of the approaching celebra- 
tion. These curtain signs were unusually effective in 
that they were done especially well, and in an unusual 
color. They were also effective as special advertise- 
ments by being on all of the windows at the same time. 
When the newspaper ads announced the opening of 
the event, thousands of folks made a special visit to the 
store to see the reason for the extensive preparations. 

Those who came were not disappointed. Every one 
who happened to pass by were attracted by the beauti- 





Sixtieth Anniversary Display vy W.G. Stewart for Lyon & Healy Music Store, Chicago 
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@enemanentiny Sxchange © 


| Neen Wanted Positions wee For Sale Wanted 


Dd to Buy 





WANTED 


Salesmen selling fixtures and flowers to 
carry our long established, well known 
line of Peerless and Regence Silk Plushes, 
Silk Velours, and other fabrics, specially 
adaptable for window trimming. Our ee 
liberal commission arrangement should vicinity. 
insure a decided increase in your present Write 
income. All answers will be considered 
strictly confidential. 


WINDOTRIM FABRICS, INC., 


WANTED 


A good line of moderately- 
priced wood, window and dis- 
play fixtures on commission 
basis for Portland, Ore., and 

Best references. 


NORVELL FLOWER SHOP 
205 Municipal Terminal Bldg., 


WANTED 


ASSISTANT TO 
DISPLAY MANAGER 


There is a splendid oppor- 
tunity here for an experi- 
enced man to act as general 
assistant to our display man- 
ager. Apply by letter, giv- 














WINDOW TRIMMER 


An excellent opportunity is avail- 
able for a high-class man for 
one of Canton’s finest and largest 
specialty shops. Do not apply 
unless you have a_ thorough 
knowledge of every type of mod- 
ern display work. Your past ex- 
perience and with whom ‘con- 
nested must be stated in first 
etter. : 

Address, “CANTON,” emia 
Care The DISPLAY WORLD. 





eee oe Portland, Ore. ing full details of present 
and past experience, age, 

salary, and other informa- 

ADVERTISING MAN AND WANTED tion that will acquaint us 


Salesmen selling fixtures to carry a 
well-advertised line of Window 
Valances and Drape Shades. We 

established house 

manufacturing our own lines. dence. 

Our liberal commission arrange- 

ment should insure a substantial 

increase in your present income. 

Write full information as to ter- 

ritory now covered and lines sold. 

All replies will be held strictly 


are an old 


Address, “C. 
Care The DISPLAY WORLD. 


with your abilities. Your 
communication will be 
treated with strict confi- 


Executive Offices 


Kaufmann & Baer Co. 
6th Ave. and Smithfield St., 
C. N.,” Pittsburgh, Pa. 

















FOR SALE—The Fit-rite Sta-on Win- 
dow Sock for decorators. Patented May 
20, 1924. Made of fleece lined elastic Jer- 
sey Cloth. Fits over any shoe. An elas- 
' tic band is taped and sewed in the top 
and they cannot come off. Price 75c pr.; 
$4 half doz.; $8 doz.—postpaid. J. M. 
WALTERS, Mfr., 220 South Benton Way, 
Los Angeles, Cal 











Advertising in the 
Opportunity Exchange 
brings good results at low cost. 
$1.50 per Column Inch 
per insertion, cash with copy. 


SITUATION WANTED 


Displayman and Cardwriter now employed 
in Eastern city desires permanent posi- 
tion in Central States. Excellent record 
and references. Good reasons for change. 


Address BOX 150, 
Care The DISPLAY WORLD. 




















ful and interesting window displays. The main point 
of interest was the great corner window at Jackson 
Boulevard and Wabash Avenue which had been trans- 
formed into a music room of the time of 1864. The 
wall paper was of a pattern and design of that time. 
The pictures on the wall were real antiques brought out 
of somebody’s memory chest. A photograph of the 
interior of the first Lyon & Healy store with two or 
three customers dressed in hoop skirts, etc., typical of 
that time. A well-preserved Steinway square piano, 
the first one made in 1864 was the center of attraction. 
A wax figure of a young woman, dressed in the pre- 
vailing style for the year 1864, stood in front of the 
piano as though about to sit down and play. On the 
other side of this window and equally as interesting 
to all was an old violin, the first one purchased of Lyon 
& Healy the day they opened for business. With it 
was a letter written in long hand by the owner of the 
violin, in which he praised the merits of the instru- 
ment which he had owned for sixty years and told of 





the pleasure and companionship that it had brought 
him. Incidentally, all of the advertisements called 
special attention to the window displays while the win- 
dow had framed copies (enlarged) of the Anniversary 
Afinouncement conspicuously displayed, and both to- 
gether advertised Lyon & Healy. 

It would seem to this writer that there is a principle 
contained in the above paragraph which could be con- 
sidered with profit by store managers, advertising man- 
agers and display managers of every sizeable institu- 
tion wherein these vital elements of institutional pub- 
licity do not synchronize with the same degree of 
harmony as they do in.this great musical store. Lyon 
& Healy’s advertising department is more than sold 
on the. advertising and selling power of the right kind 
of window displays. They believe that money spent for 
good windows is money well spent—rather well in- 
vested. They also believe that the indows should have 
an ample budget, and Lyon & Healy’s window depart- 
ment does have such a one. 
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Chicago Monthly Display Review 
(Continued from page 39) 


of the newest styles in modern shoes for American women. 
The display had a crowd around it all the time. 

Bedell’s have made a _ noticeable addition to the 
good effect of their windows by the installation of a taupe 
gray carpet on the floor. Terra cotta velour mats in sizes 
of 4 feet by 8 feet and 4 feet by 4 feet, placed’ on the 
floor at. intervals, form the base for some very interesting 
unit displays of women’s apparel. The displays are en- 
hanced by a generous collection of rich red and brown 
ornamental autumn foliage, the various units consisting 
of shoes, three-piece brown suits, evening dresses, tunic 
blouses, hosiery, lingerie, and several units of “stylish 
apparel for stout women.” A special feature is made of 
this type of women’s apparel, the showing consisting of 
coats, suits and dresses. 

Carson, Pirie, Scott & Company’s first six windows 
on State Street, which are usually the feature windows 
of the store, present a very beautiful series of displays 
of women’s outer apparel. The same general type of 
arrangement, such as the readers of this magazine are 
familiar with, is observed in the present display. Monk’s 
cloth, flat-covered backgrounds with the side drapes, an 
oil painting or beautifully framed mirrors, constitute the 
general background treatment. Each display, however, 
seems to attract attention to the garments on display. 

Mandel Brothers.—The large double corner window on 
State and Madison streets is devoted to a display of elab- 
orate evening gowns suggestive of the opera. 

The Madison Street side shows two figures: one wear- 
ing a beautiful white silk evening gown, elaborately 
trimmed with rhinestones and mirrored ornaments, and 
carries an ostrich fan of magenta, while the other figure 
is shown wearing a beautiful magenta colored gown with 
a white silk shawl containing long fringes and is em- 
broidered in appropriate colors. ..Both figures are posed 
close together, a little to the right of the center in the 
window; to the left is shown a beautiful gray fur coat, 
thrown over a chair, showing a rese blue and gold lining. 

The other side of this window, fronting on State Street, 
displays three models arrayed in very beautiful evening 
dresses. 

Hillman’s—Windows, with their cream-colored caen 
stone backgrounds, relieved with hand-painted floral panels, 
polychrome grill work and silk brocade curtains, present 
an altogether pleasing and interesting set of windows dis- 
playing popular-priced merchandise. These displays show 
good work in selection, grouping and arrangement. Unity 
is well observed and the detail work shows care in handling. 
No crowding! 

The Boston Store has a rather good-looking window 
of Clothcraft Clothes on the State Street front. Popular- 
priced suits and overcoats are shown at prices ranging 
from $29.50 to $39.75. Contributing to the effectiveness of 
the display are some particularly interesting looking and 
well-worded fashion cards furnished by the makers of the 
clothing. Other Boston Store windows are cloesd at this 
writing. 

Charles A. Stevens’ large island window is devoted 
entirely to a display of evening gowns, coats and wraps. 
The usual seven wax figures are well posed and serve the 
purpose exceedingly well, as each gown can be seen from 
all sides. Coats and wraps are gracefully draped from 
stands to the floor. 

An especially appropriate and attractive display unit of 
evening shoes is shown in the front window to. the left of 
the island window. ‘ 
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Special No. 9 


A compliment to the 
beauty and character 
of American woman- 
hood. Feminine with- 
out exaggeration 
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No. 18 R/AC 


The wax reproduction of 
a gentleman. Good-look- 
ing enough to be hand- 
some, yet with the stamp 
of intelligence and char- 
acter upon his features. 
The kind of a figure that 
will sell to a man. 
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Can We Give You Further Details? 


J. R. PALMENBERG’S SONS, Inc. 


Founded 1852 


63-65 West 36th Street, New York 


BOSTON CHICAGO BALTIMORE SAN FRANCISCO 
26 Kingston Street 204 W. Jackson Blvd. 122 W. Baltimore Street 11 First Street 
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The Decorations shown in 
our new Christmas Catalog 
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“The Guide to Better Window Displays” 
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will help you to bring customers into 
your store. Write for your copy. 


It’s Free 


The Adler-Jones Co. 


649 South Wells Street, 
CHICAGO 
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